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Matas Stabdized 
SOLID-CORE "DOORS! 


Mengel Stabilized Solid-Core Flush Doors employ an entirely unique 
and exclusive principle to give you a new standard of stability and de- 
pendability — and at strictly competitive prices. 















Instead of attempting the impossible task of preventing expansion and, 
contraction in wood, Mengel has developed a construction design 
which absorbs expansion and contraction within the core itself. All 
Mengel core members are deeply slotted at frequent intervals, both 
with and across the grain. The result is that the s/ots expand or con- 
tract in width, but the door remains stable! ° 


Get all the facts, and see a cutaway sample. When you see the differ- 
ence, you'll greatly prefer Mengel Stabilized Solid-Core Doors! 





Also see — 
MENGEL HOLLOW-CORE FLUSH DOORS 


the finest products of their type on the market. i 


FOR FULL DETAILS, PLEASE JUST WRITE 
YOUR NAME AND ADDRESS IN MARGIN, AND MAIL TO — 


Plywood Diuiscon + THE MENGEL CO. 
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MORE 
FOR YOUR 
MONEY! 








Be Careful! 


SELL 


DEXTER 


the 
lifetime 


lock 


Dexter Direct Factory Representatives are lo- 
cated in Abilene, Baltimore, Boston, Chicago, 
Cleveland, Columbus, Detroit, Fort Worth, 
Knoxville, Los Angeles, Milwaukee, New 
York, Omaha, Philadelphia, St. Lovis, San 
Francisco, Syracuse, Tampa. 


















NATIONAL BRASS COMPANY 
Manugectarere of Americas Firat lubilar Lock 


yOCKs 
DEXTER 


“repo? 























GRAND RAPIDS MICHIGAN 


Guelph, Ontario 









BECAUSE IT’S PRICED RIGHT... BECAUSE IT’S EASIER 10 
INSTALL... BECAUSE IT’S LIFETIME WARRANTED... 
BECAUSE IT’S PROFITABLE 


In Canada: Dexter Lock Canada Ltd. 
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As We Go to Press 


144,000 NEW DWELLING UNITS started in July sets an all-time 
monthly record. In addition to being the largest number of starts for 
one month, the average unit has been running ten to fifteen percent 
larger than the average unit a year ago. 


FOR THE FIRST TIME in months production at West Coast mills is 
reported as being larger than shipments or orders received. In Southern 
mills production is running well above orders, but only neck and neck 
with shipments. 


BOX CAR SHORTAGES, particularly in the west, where they have now 
extended to the state of Washington, will make some dent in production 
figures. As lack of storage space develops, some mills either have to slow 
down or shut down. A shortage of fast boats for east coast water ship- 
ments has also developed to complicate matters more. 


IN SPITE OF all this, there is a growing feeling that there will be an 
increasingly competitive situation in the lumber markets later in the fall. 


} If builders tend to cut down starts, and the government exercises caution 


in buying at the same time, there may well turn out to be plenty of 
lumber. Both these conditions seem possible at the present time. Some 
experts look for the lumber supply to be such that prices will ease con- 
siderably. 


WITH 840,000 DWELLING UNITS started in the first seven months 
of the year, it appears a good bet 1950 will be at least the second best 
home building year in history. The government would have clamped down 
almost completely to keep starts from reaching the million mark by year’s 
end. Cutbacks in rural housing—due to reduced farm income, not govern- 
ment restrictions—may be the real cause starts in 1950 will fall below 
totals for record breaking 1949. 


ONE SHORTAGE that came as a surprise was asphalt roofing products. 
Probably won’t last too long, but another irritation while it does. Mill- 
work, nails, gypsum and cement are other items in addition to lumber 
that are in short supply. right now. 


IT IS STILL ANYBODY’S GUESS what will happen after elections. 
There is a chance Republicans and conservative democrats will control 


) both houses of Congress. But it is doubtful this would have much effect 


on war economy plans. Congress so far has outdone the president on 


| restrictive tendencies, with many of the votes coming from the con- 


servitive side, So it is probable there will be more credit restrictions, 
more materials controls, and higher taxes. 


q ATTEND THE NATIONAL CONVENTION. The dates are October 9- 


14; -he place, the Shamrock hotel, Houston, Texas. Support of trade asso- 
Ciations, both local and national, will become increasingly important as 
government regulations tend to eat further into private enterprise. 
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HOUSE STARTS 


144,000 new dwelling units during 
July set all-time monthly record 
JULY was the best homebuilding 
month in history, according to the 
U. S. Labor Department’s Bureau 
of Labor Statistics. Preliminary 
BLS estimates indicate that 144,- 
000 new permanent nonfarm dwell- 
ing units were started in July, 
bringing the total for the first 7 
months of 1950 to almost 839,000. 
Each month this year homebuilders 
have broken records for comparable 
months of previous years. By the 
end of July, new housing activity 
was 54 percent above last year’s 
January-July volume, as measured 
by new dwelling units begun. 
Included in the first 7 months’ 
total for 1950 are 13,100 publicly 
owned dwelling units. For the same 
period in 1949, public housing to- 
taled 25,800 units. 
Complete reports for April boost- 
ed the figure for that month to 
133,400, a gain of 7,400 over the 


Bureau’s’ preliminary estimate. 
Although rental housing (units in 
2-or-more family _ structures) 


showed a gain of 32 percent when 
the first 4 months of 1949 and 
1950 are compared, the 1950 vol- 
ume of single family starts was 
greater by 68 percent. 

Reports from the Bureau’s Re- 
gional Offices indicate that the 
housing boom has been sustained 
in part by builders’ efforts to get 
scheduled construction under way 
before any further rise in prices 
and before pressure on building 
materials supply becomes more se- 
vere. The immediate impact is in- 
creased housing starts. 


WORLD TRADE FAIR 
SHOWS WOOD PRODUCTS 


Specialty items from foreign 

lands catch dealers’ eyes 
THOUSANDS of people, both 
buyers and consumers, attending 
the first International Trade Fair 
held in this country, showed an 
interest in building products and 
specialties that are being imported. 


7 











Cousistently 


LOW 
PRICES 


Warehouse or Carload 
Shipments 


Dependable shipments of high 
quality birch plywood—birch ve- 
neer—birch lumber—birch doors. 


BIRCH PLYWOOD 


STOCK PANELS 


Grades A-A, A-1, A-2, A-3, 1-1, 1-2, 
1-3, 2-2, 2-3, 3-3. All thicknesses: 
Vg" to 34”. Complete stock sizes 
or your sizes upon request. 


CUT TO SIZE 


Excellent sources for cut to size 
panels. 


BIRCH DOOR PANELS 


Grades available: 1-3, 2-3, 3-3, in 
,” and 3/16” thicknesses. All 
panels are 3-ply construction. 


Phenolic, Urea, Melomine and 10 
Cycle Glue. All hot press glues, 
on door panels and stock panels. 
All birch plywood meets standard 
CS 35-47 Bureau of Standards 
specifications. 


BIRCH VENEER 


Rotary and Sliced Cut. Standard 
Thicknesses. Faces, Backs, Cross 
Banding & No. 1 Sheet Stock. 


Specify your Requirements. 


DEPENDABLE 
DELIVERIES 


W. R. BRAUND 


Suite 214, Dept. CD 
Wabeek Building 


BIRMINGHAM, MICH. 
Telephone 5022—TWX Birmingham 500 











More than 40 countries displayed 
the products for which they are 
famous; the Fair was held for 
two weeks in Chicago last month. 

Of considerable interest to build- 





SAMPLE DOOR is held by Aribert J. 
Lehmann, representing Letraco Building 
Products, Inc., importers of Swedish wood 
products. Standing beside Mr. Lehmann 
are Robert Hoffman, left, and William J. 
Severin of the Severin-Hoffman Lumber 
Co., Chicago, who will act as distributors 
for Swedish doors in the Chicago area. 


ing materials dealers was the 
booth of Swedish wood products 
taken by Letraco Building Prod- 
ucts, Inc. with headquarters in 
New York City. Their products 
included wooden bowls, childrens’ 
furniture and specialty cabinets 
with glass compartments which 
may be used by the housewife for 
spices or by the machinist for 
small parts. 


CHILDREN’S FURNITURE will be a big 
Christmas promotion feature. The set 
consists of a table and two chairs. It 
comes knocked down, but can be put to- 
gether with a screwdriver in just a few 
minutes. 


Deliveries of these new wood 
products are assured in time for 
Christmas promotion. 

Building products exhibited by 
several European countries _in- 
cluded hardware items, doors, even 
prefabricated houses. Plans are 
already under way for a second 
World Trade Fair to be held in 
Chicago in 1951. 


CONSTRUCTION AWARDS 


States east of Rockies ring up 
all-time monthly record in July 
CONSTRUCTION” contraget 
awards in the 37 states east of 
the Rockies in July set an all-time 
monthly record with a $1,420,181. 
000 total which was 5 percent 
higher than the previous all-time 
monthly record of $1,350,496,000 
set in April of this year, it is re. 
ported by the F. W. Dodge Cor. 
poration, construction news and 
marketing specialists. 

The July total was 6 percent 
higher than June’s $1,345,463,000 
figure, and 51 percent greater than 
the July 1949 total according to the 
Dodge firm. 

For the first seven months of 
1950 construction contract awards 
totaled $8,274,329,000 which was 
53 percent greater than the cor- 
responding figure for 1949. The 
total of square feet of floor area 
for the first seven months of 195) 
was 753,757,000, an increase of 69 
percent over the comparable figure 
for last year. 


MARKETS 


Tight current supply situation 
expected to slacken during fal 


THERE is a growing if cautious 
belief that building supplies gen- 
erally will be in somewhat better 
supply at local levels within two 
months. There won’t be any fast 
drop, but lumber prices are ex 
pected to ease off, in some cases 
substantially. 

Cement supplies will be some 
time catching up — probably wel 
into the winter — as numerous 
projects necessary for defense art 
rushed to completion. Dealers wil 
be able to build up inventories wel 
before spring. 

Gypsum products — particularly 
lath—will also catch up supplywise 
through the winter months. A big 
switch to gypsum lath during the 
current record building boom 
caught manufacturers somewhat 
unprepared. 

Some steel products and sted 
specialties will probably remall 
tight and on the expensive sie 
throughout the winter. Steel prot: 
ucts are influenced by factors clea! 
beyond the building industry — 
hence winter building letdown 
don’t necessarily mean _ supplies 
will catch up with demand. 

SEATTLE — No further shut 
downs on account of fire weathel 
has encouraged log input. Cal 
shortages which have now extendeé 
to Washington tend to hold back 
movements of logs and lumber ani 
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MULTIPLE-USE CABINETS 
_for Kitchen 
for Laundry 











aie Bathroom 








For Cabinets that are flexible in use, in color finish, in installa- 


tion simplicity and that fit any size or shape of room, select 
Nu-Style Multiple-Use Cabinets. 


Comparison proves why Nu-Style Cabinets excel! 


1. 


2. 


An exclusive Nu-Style feature is the door with “the 
Famous Profile’ . in perfect harmony with latest 
ranges and refrigerators. 

Nu-Style is the strongest cabinet made... 
dovetailed. Solid standards are 4" 
is mortised. 


drawers are 
thick and the frame 


Nu-Style Cabinets can be scribed or sawed to join 
plastered surfaces. 

Nu-Style can be enameled any color or finished 
natural wood. 

Nu-Style Cabinets are produced by experts trained in 
latest scientific manufacturing methods. 

They are made from thoroughly seasoned, Kiln-dried 
Ponderosa Pine . . . the best base for a wide variety of 
finishes. 


i-Style Cabinets are distributed throughout the 37 Eastern 
ites. Write for name of the nearest distributor. 


CARR, ADAMS & COLLIER CO. Dubuque, lowa 
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The sky's the limit when it 
comes to the number of 
possible uses and arrange- 
ments of these sectional 
cabinets, in bathrooms, 
bedrooms, storage walls or 
dens as well as in the 
kitchen. 





NU-STYLE FOR BEDROOMS 


Ways to utilize wasted 
space is a ‘‘must’’ with 
every thrifty homemaker. 








NU-STYLE FOR DENS 


is BILT @ WELL 
5 ae 
wooo ¥ WORK 


REG U.S. PAT OFF 











*NU-STYLE CABINETS are 
““BILT- WELL’? PRODUCTS, 
nationally known for fine 
quality. 





NU-STYLE FOR STORAGE WALLS 


Also manufacturers of Superior Unit Wood 
Windows + Exterior & Interior Doors + En- 
trances + Shutters + Clos-tite Casements + 
Carr-dor Garage Doors + Basement Unit 
Windows + Louvers & Gable Sash + Break- 
fast Nooks « Doors + Sereens & 
Storm Sash « Garner (China) Cabinets + Gli- 
dor Cabinets + Ironing Board Cabinets «. 
Mantels & Telephone Cabinets + Multiple.” 
Use & Linen Cabinets « Stair Parts. 








Canadian strikes have affected 
transportation between Canada and 
the Pacific Northwest. The weather 
has been warm and the woods are 
dry but so far operations have 
been carried on safely. 
Demand-prices— Heavy demand 
continues for Douglas fir with em- 
phasis still on dimension but in 
the last fortnight boards and ship- 
lap have strengthened. Hemlock 
lumber is also strong but the mar- 
ket has not firmed to the extent 
of fir. Upper items in fir and hem- 
lock have remained relatively 
steady the past several months. 
Shingle demand is so great that 
the market is described as “crazy”. 
A curious development in the roof- 
ing industry is that patent roofing 
as well as wood shingles is hard 








to get and now calls for 60 day 
delivery. The middle west is not 
buying shingles but California, 
Texas and the East Coast are very 
active. 

Fir boards and shiplap are up 
about $3. and most items of No. 1 
dimension have advanced $2. or 3. 
Hemlock prices have not changed 
in the past fortnight except boards 
and shiplap which are stronger and 
some declare have advanced as 
much as fir. Most shingle prices 
have moved up from fifty cents to 
two dollars. 

All kinds of boards are getting 
scarce partly because of large gov- 
ernment purchases. No. 2 B and 
Btr 2x4x8 and 2x4x16 are scarcer. 
More Engleman spruce is being 
bought and No. 1 2x4 and 2x6 

















More profit is 


assured 


selling Spencer 
Kellogg's Improved 
Boiled Linseed Oil 


It is easier to sell 





especially in 
modern convenient 


packages 


Known to all paint- 
ing contractors 
thru advertising 


and experience 
Vi 


TESTS 


) tt lt a a Relcice.7 iy. mle). hy. | om 
The First Name in Vegetable Oils * BUFFALO 5, N.Y. 
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have advanced. In Export trade 
British buyers are trying hard to 
buy lumber now that the controj 
is off and wholesalers here who 
accepted orders in July for ship- 
ment later now are stuck for high- 
er prices. 


TACOMA — Despite the tinder 
dry condition of the forests, log 
production is going ahead steadily 
as operators continue their efforts 
to build up reserves to meet the 
steadily increasing accumulation of 
orders. By exercising every pre- 
caution, the loggers have been 
able to avert any seriously destruc- 
tive fires and they are hopeful of 
being able to maintain this excel- 
lent record. Meanwhile the scarcity 
of rolling stock is hampering rail 
lumber shipments to a considerable 
extent. Efforts are being made to 
divert additional boxcars and flat- 
cars to the Pacific Northwest from 
California to alleviate the situa- 
tion, but so far the effect has been 
negligible. The M. and D. Timber 
Company of Hoquiam yesterday 
submitted a high bid of $228,655 
for an estimated 22,600,000 feet of 
timber in the Olympic National 
Forest. The timber included ap- 
proximately 1,300,000 feet of cedar, 
which brought $25.15 a thousand 
feet, and 21,300,000 feet of Pacific 
silver fir, western hemlock and 
other species, which went for $9.20 
a thousand. The offering was a re- 
sale of timber on which the same 
firm was high bidder nearly two 
months ago, but a re-auction was 
ordered because of technicalities. 
Industry expansions announced 
this week include Long Bell Lum- 
ber Company’s new type hardboard 
plant at Longview and a new ply- 
wood plant for Centralia. The 
Longview plant will have a 55-ton 
daily capacity using dry waste now 
being converted into fuel. It is now 
under construction and will be in 
production late this year or early 
in 1951. The Centralia plant is 
known as Sylvan Products, Inc. It 
too is undergoing construction and 
will have a monthly output of more 
than 3,000,000 square feet of ply- 
wood. 


KANSAS CITY — The lumber 
industry here has witnessed 4 
stampede of buying in the last 
three weeks that has been without 
parallel. Such a key item as 8-inch 
No. 2 yellow pine ship lap boards 
sold at $102, f.o.b mill, a record 
high price. The 6-inch stock is 
commanding $96. Both prices are 
up about $20 a thousand board 
feet since early summer. Mills, 
with headquarters here, report that 
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demand has been so strong that 
producers have withdrawn com- 
pletely from the market pending 
some stability in prices and order- 
ing. Manufacturers are booked to 
capacity for periods ranging from 
3 to 5 months. Those mills that 
accepted orders for delivery in 60 
days at a set price now have dis- 
continued such a practice. Gen- 
erally speaking there are no price 
lists being shown. There are sev- 
eral reasons advanced for the lum- 
ber scramble, which has created, 
what some term, as an artificial 
shortage. A lack of freight cars 


has produced a transportation bot- 
tleneck and mills cannot ship their 
supplies. The weather in the South 
has been bad and the rains have 
helped up production and_ ship- 
ments, Fears that the government 
would take a lot of lumber also 
caused anticipatory buying. Now 
it is learned that the government 
will not need more than 114 billion 
feet for the next 10 months. 
Furthermore, contractors fear 
that restrictions of some sort may 
be instituted on home building and 
have rushed to cover all their re- 
quirements. This found retail yards 
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Plaster made with 
CORALUX 
Vv insulates 
. . . fireproofs 
soundproofs 
. . . weighs less 
resists cracking 


CORALUX Perlite Aggregate is packed 3 cu. 
ft. to the bag, for exact, easy batching. 
Available in mixed cars or trucks, with 
other Schundler light-weight aggregates, to 
reduce dealer handling costs and inven- 


tories. ASK YOUR JOBBER! 


has plus 
values 


+ + ¢ + + + 4 


that mean 
dough 
for 
dealers 


Schundler's CORALUX* Perlite Aggregate 
puts new sales appeal into plastering bids, 
and new profit opportunities in dealers’ 
hands. It helps take choice jobs out of com- 
petition because there's more to talk about 
than price. 


V insulates—Plaster made with CORA- 
LUX insulates . . . adds high thermal insula- 
tion to inside walls and ceilings. Schundler's 
CORALUX Perlite is made from heat ex- 
panded volcanic glass, less than 1/12th the 
weight of sand. Thousands of tiny, glass- 
enclosed air cells create in a new form the 
dead air spaces that give CORALUX its 
vastly superior qualities as an _ insulating 
aggregate. It's all mineral, will not burn, 
absorb moisture, nor decay. 


You can demonstrate . . . spectacularly, 
with blow-torch, hammer and nails . . . the 
superiorities of plaster made with CORALUX 
to cash-in on profit opportunities. 


Schundler's factory-trained sales engineers 
are ready to help you get started with this 
revolutionary, new, sales-building aggregate 
that makes plaster better in five important 
ways. 


t° Write Dept. A for literature and samples! 


ndler «CO. 
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LONG ISLAND CITY, N.Y. 


‘same yard owner also reported 
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short of inventory and this group 
made a hurried call for supplies. On 
top of the flood of business booked 
from builders, the farm trade 
came in for sizable amounts. The 
movement of lumber to the farm 
areas has picked up now that the 
harvest is completed. Furniture 
and box factories also are in the 
market for supplies, adding stil] 
more pressure on the limited sup- 
ply of dry lumber. 

BALTIMORE—The lumber de. 
mand which began in the spring, 
received new impetus on the open- 
ing of the Korean trouble, is stil] 
continuing here at a lively pace, 
Main difficulty is one of supply. 

But there is considerable irrita- 
tion over current price trends as 
well. In fact, most dealers report 
mills will guarantee them no firm 
price bases, and that their dealings 
are not only hand-to-mouth as re 
gards supply, but on a day-to-day 
basis as to price. 

While not all mills are guilty of 
the practice, some dealers complain 
their suppliers are sending lumber 
to higher-bidding customers and 
leaving the old regulars who have 
been on the books holding the bag. 
A few compare their troubles to 
the same experiences of 1947 and 
1948, particularly the latter year 
when this area had a building boom 
second only to that of 1950. 

Possible government controls add 
to the already heavy load of busi- 
ness worries. 

Inventory positions of the larger 
yards are believed much less fa- 
vorable than 10 years ago when 
another defense and war economy 
was not far off. Also, financing 
lumber these days is a far different 
proposition than just before World 
War II began. 

Strikes and slow delivery of lum- 
ber from the West Coast has af- 
fected those yards dealing in fir 
and other western products and 
has in turn hurt the small yards 
dependent upon them. This condi- 
tion is improving, but the availa- 
bility is still far from satisfactory. 

On the other hand, one substan- 
tial order for fir, 300,000 feet of 
clears, is due by water shipment 
in September on schedule, and at 
a price held steady by the Western 
supplier for a year and a half. The 































































































large orders of kiln dried pine 
flooring in from the Carolinas by 
barge, and at favorable price. 
Price and supply of Southern 
pine, especially from nearby mills, 
show some of the latter demanding 
all the traffic will bear. The pecker- 
woods, hard put to it to keep go- 
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Hotpoint Dishwashers were selected as 


standard equipment in New York’s unique new Manhattan House! 


L. the introduction of their many amazing 
innovations in planned comfort and conven- 
ience, Manhattan House, now nearing 
completion by the New York Life Insurance Com- 
pany, is establishing new peaks in truly 
modern living. Because of Hotpoint’s repu- 
tation of being first with the finest, 

it is only natural that the revolu- 

tionary new Hotpoint Automatic 
Dishwasher would be 

selected asstandard equip- 





ment in this magnificent new 


apartment project. 


This is doubly important 
news to builders. It is 
overwhelming proof of 
the nation-wide popular 
demand for automatic 
dishwashers and their 
importance in modern 


home planning. Also, it is positive 
proof that far-sighted home-equip- 
ment experts make Hotpoint Dish- 
washers their choice. 


Today, Hotpoint All ElectricKitchens 
and Home Laundry equipment sets 
the standard for beauty, efficiency, 
practicability and low installation 
costs. Whether you are remodeling 
or building a single dwelling, an 
apartment house or an entire sub- 
division, the use of Hotpoint home 
appliances means a faster sale or 
rental... and a big increase in the 
property value. 


Write now for free literature on 
Hotpoint Home Appliances. Hotpoint 
will gladly give you helpful counsel in 
kitchen and laundry planning for your 
particular project. 


The automatic dishwasher is rapidly becoming required equipment— 
just like the electric refrigerator and electric range—in today's new homes 
and apartments. 


The builders of Manhattan House specified Hotpoint Dishwashers for the 
same reasons Hotpoint is specified by more 

buyers of automatic dishwashers 

than any other kind. 
Hotpoint offers features 

not found in other 

makes. 








— 





RANGES ¢ REFRIGERATORS ¢ DISHWASHERS ¢ DISPOSALLS® * WATER HEATERS 


(A General Electric Affiliate) 
FOO) FREEZERS e AUTOMATIC WASHERS « CLOTHES DRYERS «ROTARY IRONERS © CABINETS 


5600 West Taylor Street, Chicago 44, Illinois 
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' ing when prices are more stable 
are reaping a harvest as lumbe 
RY TH ESE PERMANENT must be had for current ine 
tion programs. While a few build. 

ers have cut back on their pl 
HOME PYag tite) tit for the year, others say they ih 
tend to build more houses thay 

originally projected. 

OF DISTINCTION= The first postwar cargo of 
Philippine mahogany was receivej 
here by the MacLea Lumber Con. 
pany on August 11. This 300,00) 


foot shipment will be followed by 
two others shortly. 


LUMBER—NATIONAL 

Lumber shipments of 428 milk 
reporting to the National Lumber 
Trade Barometer were 10.2 per. 
cent below production for the week 
Solid Brass Mail Box ending August 19, 1950. In the 
available in either polished brass same week new orders of thes 
or English antique finish. mills were 15.9 percent below pro- 
duction. Unfilled orders of the re 
porting mills amounted to 64 per- 
cent of stocks. For reporting soft- 
wood mills, unfilled orders were 
equivalent to 32 days’ production 
at the current rate, and gross 
stocks were equivalent to 48 days’ 

production. 
For the year-to-date, shipments 
of reporting identical mills were 
8.4 percent above production; or- 
ders were 13.8 percent above pro- 

duction. 

Compared to the average cor- 
responding week of 1935-1939, pro- 
duction of reporting mills was 61.9 
percent above; shipments were 
58.8 percent above; orders were 
44.1 percent above. Compared to 
the corresponding week in 1949, 
production of reporting mills was 
Forged Iron Mail Box F 12.0 percent above; shipments were 


designed to match front door 10.9 percent above; and new orders 
hardware, of same texture were 5.0 percent below. 


and rust-resisting finish. 
WESTERN PINE 
Production of Western Pine by 
the 96 mills reporting to the West- 
ern Pine Association for the week 
ending August 19, 1950 totaled 
83,087,000 feet, compared to 12, 
509,000 feet for the corresponding 
week a year ago. Shipments during 
the week amounted to 71,834,000 
feet, compared to 60,776,000 feet 4 
year ago. Orders during the week 
totaled 73,154,000 feet, compared 
to 66,904,000 feet a year ago. Or- 
ders were 12 percent below pre 
duction and 1.8 percent above ship- 
won ments. Unfilled orders at the wae 
. é end totaled 232,554,000: feet, an 
McKIN N EY ~ f- gross stocks amounted to 669,706, 
ea eae oe ee, P ; 000 feet. 
1400 Metropolitan St., Pittsburgh 33, Pa. Oia —aaee | SOUTHERN PINE 
The 118 mills reporting to the 
Southern Pine Association for the 
week ending August 19, 1950 pro- 
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Many new home owners in your area have unfinished 
second floors like this. They all intend to finish them 
sometime and usually want the extra space sooner than 
they originally planned. They’re good prospects for inte- 
rior finish jobs during the slack winter months ahead. 






























With Armstrong’s Temlok, comfortable, attractive attic 
rooms can be built quickly and economically. Temlok 
Tile and Plank, with the special Lok-Bevel joint, are 
nailed or stapled over furring strips. The big, square- 
edged boards are nailed up directly over the studding. 


Now is the time to 
think about the winter slump 


Even though building is at a high level now, you 
can reasonably expect the usual winter slump. 
Here’s something you can do now that may bring 
in added revenue when you need it most. 

No doubt many homes have been built in your 
area with expansion attics or unfinished second 
floors. Make a list of the people who have bought 
homes like this recently. Mail them a short friendly 
letter. Point out that it’s not so difficult or expen- 
sive to finish these upper floors as they might think. 
If you start now, you should be getting the business 
by winter. 

The only thing that keeps most families from 
going ahead with this work is cost. With a dry- 
wall construction material like Armstrong’s Tem- 
lok® Interior Finish, you can show them how to get 
the extra living space they need at very low cost. 
Temlok gives them real value for their money, too. 
It provides valuable, fuel-saving insulation. It has 
a smooth, attractive, two-coat paint finish and is 
quickly and easily installed. 


If you'd like help in preparing a letter to reach 
these people, or want more information about Arm- 
strongs Temlok, contact your Armstrong ; 
wholesaler or write to Armstrong Cork (ay 
Company, 4709 Ross Street, Lancaster, Pa. “& 








Armstrong's Temlok 

















duced 20,906,000 feet of Southern 17,728,000 feet, or 11.69 percent 
Pine. This was 4.14 percent above below the three year average. Or- 
the three year average. Shipments ders were 15.20 percent below pro- 
during the week totaled 21,012,000 duction for the week. Orders on 
feet, 4.67 percent above the three hand at the week’s end totaled 75,- 
year average and 0.51 _ percent 480,000 feet, compared to 50,646,- 
above production for the week. 000 feet at the end of the cor- 
Orders by the week’s end totaled responding week a year ago. 


The LUMBER MARKET 


The following index is intended merely as a check on buying practices. It is 
a compilation and average of mill prices at press time and should not be con- 
sidered as current on the day the magazine is received. The prices should be 
useful in following market trends and as a check on purchases made approxi- 
mately ten days before receipt of the magazine—the Editors. 

























































































































































































































































































































DOUGLAS FIR SOUTHERN PINE 
Vertical Grain Flooring Vertical Grain Flooring 
B&Btr. C &Btr. C D 
2 ee eee 160.00 150.00 115.00 wilx 4 chi eee 190.00 180.00 135.00 
. at Grain Flooring 
Flat Grain Flooring SMD, <ccvus ve wae 170.00 160.00 125.00 
i 140.00 130.00 90.00 | Eats: 170.00 160.00 125.00 
epee: 143.00 138.00 110.00 Drop Siding | ; 
Beep Sitting 1x6 (Pat. #106).170.00 160.00 125.00 
1x6 (Pat. #106). 150.00 145.00 115.00 a" #116).170.00 160.00 125.00 
1x6 (Pat. #116).155.00 150.00 115.00 - 155.00 145.00 110.00 
Ceiling MES Grtnanetecalecaateae lara” ext 
= /ky ~ F Boards and 
Es renee HE, 270-00, 70-00 Betgiap™" ax¢axs x10 1x12 
: ; No. 1 ...120.00 120.00 120.00 130.00 
Boards and Shiplap No. 2... 82.00 82.00 82.00 82.00 
(green) 1x6 1x8 1x10 1x12 wo? 3 ee 74.00 74.00 74.00 74.00 
No. 1... 75.00 77.00 75.00 75.00 @ re a, . . 
No. 2°:: 70.00 72:00 70.00 70.00 a ake “tte atm Po J 
No. 3 ... 66.00 68.00 66.00 66.00 2x 6. 85.00 87.00 91.00 94.00 94.00 
No. 1 Dimension 2x 8. 85.00 87.00 91.00 97.00 97.00 
12° 14° 16° 18" 20° 2x10. 92.00 92.00 92.00 97.00 97.00 
2x 4 .89.50 89.50 89.50 89.50 89.50 _2x12.100.00 100.00 101.00 104.00 104.00 
2x 6 188.00 88.00 88.00 88.00 88.00 Ke. 5 Diacasion 
2x 8 188.00 88.00 88.00 8800 88:00 2x 4. 77.00 81.00 83.00 86.00 86.00 
2x10 188.00 88.00 88.00 88.00 88.00 = he ihe ne ae ae 
a1 ‘27 7 z 7 x 8. 77. / ; ; ’ 
2x12 .87.00 87.00 87.00 87.00 87.00 3x10. 83:00 84:00 83:00 86.00 86.00 
No. 2 Dimension 2x12. 88.00 88.00 88.00 88.00 88.00 
2x 4 .82.50 82.50 83.50 81.00 81.00 No. 3 Dimension devyias — 
2x 6 81.50 81.50 81.50 81.50 81.50 3x 4. 57.00 
* 2x 8 [81.00 81.00 81.00 81.00 81.00 2x 6. 54.00 . 
2x10 81.00 81.00 81:00 81.00 $1.00 aoe a0 ae 
2x12 .79.50 79.50 79.50 79.50 79.50 912. 55°00 
No. 3 Dimension R/L Only 
2x 4 - 69.00 Wau “ene dae © haces 
EO, eo ee oa REDWOOD 
2x10 .67.50 aerate wines yr ay Finish 
2x12 .57.00 COREE: _%x6 A&Btr. Siding ............ 120.00 
(Add 8- 10 for ‘dry lumber.) See Beet. MGI ccc cwcevees 150.00 
Tee Waeer. Be 2 cccvccccse 185.00 
SB © Wilts MEE, occ ceccccscdes 170.00 
1x 6 R/L A&Btr. .............. 180.00 
1x 8 R/L A&Btr. i RN CI Sie 195.00 
1x SS earn ee 10. 
WESTERN PINES TEIS Feds BAG. oes cecccsces 220.00 
PONDEROSA PINE Prices for red cedar siding in mixed 
Selects cars, new building, 6 to 18’ are: 
S2 or 48 4/4RW 5/4RW 6/4RW Beveled Siding, % Inch 
C&Btr, RL ..265.00 275.00 270.00 Clear “A” “B" 
Eo eee 85.00 83.00 70.00 
Shop, S2s No.1 No.2 5 eaeegece: 120.00 118.00 88.00 
| YA eee 155.00 130.00 Sf Sreetegiee 155.00 143.00 120.00 
REE nia eae 155.00 130.00 8 inch PERLE: 185.00 173. 00 130.00 
lear Bungalow Siding, % inch 
Commons. 
. Se) Sperry 210.00 198.00 160.00 
a £ LP Rt By a 2 eee [1230.00 218.00 175.00 
My Spbeeees i300  h.6e 5 Se GE. aséascanel 230.00 228.00 165.00 
ee eee eres . o- tees Finish, | # Better = or 4S, 
Trim 1x4 1x5 ’ or Roug 
Uppers RL. ..... —_— Sy ES 28a 145.00 165.00 
ens eeee . eee le a 1X10 2... eee eeeee 00 ..... 
MRE ae Coe ce. ee 1x12 ..........-.. 185.00 ..... 
Ceiling or Flooring B and Btr., 9-16’ 
Idaho White Pine &Btr. 
Selects, S2 BS al wan wera hareearee 100.00 97.00 85.00 
or 48 1x4 1x6 1x8 5/64 Me 5 noe 100.00 97.00 85.00 
oes cee gee. Cae 
D RL 






COCHS SOHCSOE CHEESE CORO £866 8S 















































Commons, S2 or 4S No.1 No.2 No.3 RED CEDAR SHINGLES 

Me wxucavevenas 134.00 118.00 96.50 Roya 

MOR. 24406 scanoue 134.00 118.00 96.50 hae a Ree a ee 20.00 
Sugar Pine Selects SE SOE. ao al areecenk ava na waieclenia 12.00 
S2 or 48 7" RW 5/4 Rw 6/4 RW Ns ah ard a are Giarae x marae aor wane laals 8.00 

B&Btr. RL ..285.00 00 285.00 Perfections 

> er 275.00 OTs, 00 275.00 ee ee +, ee 16.00 

DP Ele vecceces 255.00 240.00 240.00 Hemet ont rte teens eee e ee eeee ae 
Shop, S28 No.1 No. 2 No. 3 KXxxx 5 BU areal aaa @ dacate cana erin. ah 5 









eeoeeeoo oorere 8 i *¢800 +> e000e . 3B DFS GeOecccececevressrevceevcevese 
eee wee eee ee eee 


ey 
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ENGLEMAN SPRUCE 


Boards and 
Shiplap 1x6 iss 1236 1x 
No. 2&Btr. ..94.00 92.00 92.00 93.00 
No. 3&Btr. ..78.00 81.00 81.00 86.00 
No. 1 Dimension 
P 14’ 16’ 18’ 20’ 


2x4 ..88.00 88.00 88.00 88.00 88.00 
2x6 ..88.00 88.00 88.00 88.00 8&8.00 
2x8 ..88.00 88.00 88.00 88.00 88.00 
2x10 .89.00 89.00 89.00 89.00 89.00 
2x12 .86.00 86.00 86.00 87.00 87.00 
No. 2 Dimension 
2x4 ..80.00 80.00 80.00 82.00 82.00 
2x6 ..79.00 79.00 79.00 80.00 80.00 
2x8 ..79.00 © 79.00 79.00 80.00 80.00 
2x10 .79.00 79.00 79.00 80.00 80.00 
2x12 .79.00 79.00 79.00 80.00 80.00 
(Boards graded No. 1, 2, 3 at flat 
price; no price for straight No. 2. Mills 
do not grade out No. 3 dimension sepa- 
rately as in fir.) 





WESTERN HEMLOCK 


Vertical Grain Flooring C a 
knitter maaan 145.00 140.00 105.00 


ix4e aieiia ee helene arate 120.00 115.00 95.00 
Fe ara ere 135.00 130.00 100.00 
Drop Siding 
1x6 (Pat #106).148.00 135.00 110.00 
1x6 (Pat. #116).148.00 135.00 110.00 
Ceiling 
oe eee re 105.00 100.00 60.00 
ere coe 120.00 115.00 70.00 


(dry) 1x8 1x10 1x12 
No. 1 81 00 81.00 81.00 81.00 
No. 2 76.00 76.00 76.00 76.00 
No. 3 70.00 70.00 70.00 70.00 


No. 1 Dimension 
r 14’ 16’ 18’ 20’ 
2x 4 .94.50 94.50 94.50 94.50 94.50 
2x 6 .94.50 94.50 94.50 94.50 94.50 
2x 8 .92.00 92.00 92.00 92.00 92.00 
2x10 .92.00 92.00 92.00 92.00 92.00 
2x12 .88.00 88.00 88.00 88.00 88.00 
No. 2 Dimension 
2x 4 .90.00 90.00 90.00 90.00 90.00 
2x 6 .88.00 88.00 88.00 88.00 88.00 
2x 8 .88.00 88.00 88.00 88.00 88.00 
2x10 .87.00 87.00 87.00 87.00 87.00 
2x12 .86.00 86.00 86.00 86.00 86.00 
No. 3 Dimension F woke _— 


ox ‘ 

2x 6 .64.00 
2x 8 .63.00 
2x10 .60.00 
2x12 .60.00 





OAK FLOORING 


Clear Pin #x2% x1% %%x2 %xl% 


White ..230.00 200.00 180.00 170.00 

Rea .<< 7230.00 200.00 180.00 170.00 
Sel Plain 

White ..200.00 180.00 160.00 145.00 

Red ....200.00 180.00 160.00 145.00 
#1 Com. 

White ..175.00 150.00 140.00 125.00 

eg eriins sas eee 00 150.00 140.00 125.00 

42° ™ 


15” ot. 95.00 70.00 70.00 60.00 
#1 Com. & 

Btr. ....120.00 90.00 80.00 65.00 
#2 Com. .. 80.00 60.00 50.00 35.00 


— 





WESTERN RED CEDAR 


Prices for red cedar siding in mixed 
cars, new bundling, to 18’ are: 
Beveled Siding, % Inch 


Clear “e4» “_” 
TeS6 INCH ..ccce 85.00 83.00 70.00 
ee 120.00 118.00 88.00 
SEO IGN «sce 155.00 143.00 120.00 
EG INCM ..cces 185.00 173.00 130.00 

Clear Bungalow Siding, % Inch 

S OOM w+ cawwes 210.00 198.00 160.00 
SO TOM ccc csees 230.00 218.00 175.00 
ee aa 230.00 228.00 165.00 


Finish, B and Btr. S2S or 4S, 
6-16’ or rough 
8 





ME orecyiacere eels psa ainie Diarea aera 145-165.00 
ante Serer errr re 175.00 
ere ee eT 185.00 
D 
PES c v.cinsceecnee 100.00 97,00 85.00 
Co, rrr yea 100.00 97.00 85.00 


Discount on mouldings, 6-20’ odd 
lengths. 
Series 8,000— . _ 
Listing under $4.00—list plus 125 per 
t 


cent. 
Listing $4.00 and over—list plus 130 
per cent. 
Clear Lattice, 5/16”, 4 to 16’ 
100 Lin. Feet 


ee 


ee 





regular and half surface 


ANOTHER EXAMPLE OF acetone 
YP Wale), 7.¥ Ge hele @h mee?) | 1038 meal, | 3 FAVORITE SUPPLIER 
oy meekly Wake aa :tITT Gs 


A65-015 3-1/2” x 3-1/2” Ball Tip Butt Hinge 


A wide selection of regular weight 
Butt Hinges and regular weight, 
Half Surface Butt Hinges ... both Ball Tip 


and Button Tip (with Loose Pins) 


| 


N NATIONAL LOCK COMPANY 


i" ROCKFORD, ILLINOIS @© MERCHANT SALES DIVISION 


kw Distinctive Hardware...AIl from ] SOUrFCE. ee 
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REGULATIONS: Expect some economic control 
stuff to begin throwing its weight around by the 
end of this month. Defense orders will be making 
themselves felt in the markets; so tentative alloca- 
tions and inventory limitations will be getting 
warmed up. The Federal Reserve will make some 
practice gestures with consumer credit rules and 
probably will reinstate Regulation W; say by early 
October. Or so it looks from here. 


CONTACT! Officials never agreed about the ap- 
proximate time when the ENTIRE control program 
would get going. Some Federal lads have said 
that as soon as Congress booted itself over the leg- 
islative hurdle the President was fixed to turn all 
the dogs loose at once. As those boys heard it, 
about two seconds after the bill got signed the 
whole regulatory flight would be ready to take 
off like a sneeze-propelled upper plate. 


HARD GOING: Controls are a job; and much of 
the machinery isn't even in the blueprint stage. 
Emergency rules will be roughed out fast for some 
strategic materials; but before Uncle gets profes- 
sional about it he'll need to know more than he 
does now about industry stock piles; also how 
much of what he'll need. Presidential policy orders 
are signs of things to come; but don’t ever mistake 
them for practical operating apparatus. 


FEDERAL TRADE COMMISSION is making some 
studies about price controls; although it seems 
likely, as of now, that if prices are put under regu- 
lation a special emergency agency will have to 
be set up. No old-line agency really wants this 
hornets’ nest. What, for instance, of price roll backs? 
Experts say prices couldn't be rolled back for more 
than about four weeks. 

RECONSTRUCTION FINANCE CORPORATION 
has been designated to finance most of the new 
war industries, plants and supplies. In fact it now 
makes few loans not related rather directly to de- 
fense industries; and it's said to be putting em- 
phasis upon loans to medium-size and small com- 
panies. But there’s complaint that the big fellows 
are getting most of the defense orders; and it's 
probable that small operators will find their best 
leads in sub-contracting. 


PACKAGING AND CRATING: A rather big 
market for these items is developing among manu- 
facturers of precision instruments, airplane engines 
and accessories, fuel tank assemblies and a long 
list of such items. These manufacturers usually buy 
crating materials from nearby lumbermen. If you 
haven't made such sales and want to make con- 
tacts, ask your association secretary for the address 
of the nearest Department of Commerce Field Office. 
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CONTRACT AWARD INFORMATION: Each week 
the Department of Commerce puts out a “Consoli- 
dated Synopsis of Contract Award Information,” 
containing names and addresses of producers who 
have gotten prime contracts. On request the Field 
Office will put you on the mailing list to receive 
this Synopsis; and personal visits to the office will 
get you added information. These are leads. The 
next move is to make contact with these prime 
contractors. 


LUMBER: Demand and prices, at present, con- 
tinue to whoop along; despite the fact that, accord- 
ing to the Lumber Survey Committee, production in 
the second quarter of the year was “at the highest 
level in more than thirty years.’ All earlier housing 
records got taken for a ride in the second quarter; 
and July, according to the BLS, went right on to 
make itself the Paul Bunyan month of home build- 
ing in all the nation’s history. 


PRESIDENTIAL CREDIT RESTRICTIONS seemed 
to have little effect on the number of houses started. 
The BLS thinks the obvious reason for the high 
number of starts has been the anxiety of builders 
to get their projects started and if possible finished 
before prices roar off on a new altitude flight. An- 
other reason has been the railroad car shortage in 
the West; one of the worst in years. Many dealers 
have been unable to replace their stock. 


CAR SHORTAGE: One producer who naturally 
doesn't want his name publicized is reported to 
have offered a large distributor immediate ship- 
ment of a million feet; provided the buyer took it 
in one load, by water. No shading of prices; but 
delivery at once. The producer’s order files were 
bulging, and his dry sheds were full to the roof; 
but no railroad cars, or at least not enough. He 
was threatened with a shutdown by this car-short- 
age bottleneck. 


LONG VIEW: The National Association of Home 
Builders thinks the industry may have to function 
under new, uncertain and. difficult conditions for 
quite a while; maybe for years. The NAB doesn't 
look for any immediate change; at least not before 
November. Present commitments will keep the 
business running in high until that time; but in the 
following months the restrictions on credits and the 
like COULD begin to bite. 


THE BUILDING INDUSTRY has promised Presi- 
dent Truman “whole-hearted support during the 
emergency.” In return it hopes for understanding 
by the government of the industry’s problems and 
the tullest possible co-operation of Federal officials. 
Lumber needs of the Armed Services next year will 
be about four percent of the year’s production. 
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Creative Selling Is Never Stopped for Long in a Free Choice Economy 


If the hot war is confined to the Asiatic front there 
is good reason to believe that the sales organizations 
of manufacturers, wholesalers and retailers in the 
light construction industry will have to return to 
aggressive merchandising and creative selling as early 
as mid-winter. 


Here are ten reasons for such a conclusion: 


1. The Basic Trend in the Industry 


Most economists were in agreement prior to the 
Korean crisis that new home construction would 
reach its peak in 1950. The war has intensified the 
1950 demand but has not changed the basic trend. 
The normal winter-time slump in light construction 
will spur this trend. 


2. Government Restrictions and Curbs on 
Inflation 


More conservative credit policies, the intentional 
retarding of public construction and the higher tax 
burden will all contribute to a less pressing demand 
for light construction materials and labor. 


3. Curtailment of Speculative Building 


The annoyances and difficulties of getting supplies, 
the gray market on certain items and the extra cost 
of the resulting delays are causing a number of 
operative builders in the smaller home market to 
curtail operations. 


4. Normal Consumer Resistance 


As prices advance, consumer resistance grows. This 
is evidenced by the reported more than seasonable 
decline in blue print sales to the new home market. 


5. Currently Neglected Markets 


In the anxiety to serve and supply the new home 
market, the merchants of the light construction in- 
dustry have somewhat neglected their other two 
great markets — structural improvements and farm 
building. It will take some time to get creative sell- 
ing to full momentum. 


6. Normal Competition 


Wherever there is a necessity to make a sustained 
net profit there is a requirement for organized and 


BurtoInc Propucts MERCHANDISER 


creative selling, because of the competition between 
industries in offering values for the consumer’s dollar. 


7. The Enormous Productivity of Our Economy at 
Full Employment 


Experts report our economy running currently at 
the rate of 280 billion per year of gross national 
product. Even though we devoted 10% of that to 
war effort we would still have more production avail- 
able for civilian use than any year in our history. 


8. A Minimum of Material Shortages 


Actual shortages are threatening only in the areas 
of copper, zinc, tin, rubber and certain chemicals. 
None of these are required in important volume for 
the light construction market. 


9. Limited Military Requirements 


One week’s production of steel would supply the 
light construction market for a year. One week’s 
production of lumber, and one month’s production 
of steel will probably supply any war requirements 
(short of all-out war) for the first year. Our war 
plant is largely constructed, we have most of the 
needed factories, the ships, the cantonments. 


10. The Demonstrated Capacity of the Light 
Construction Industry 


In spite of all the obstacles, difficulties and criti- 
cisms, the light construction industry will probably 
complete 1,250,000 new home units this year. We 
have demonstrated that much industrial capacity in 
construction materials and manpower. 


Most economists agree that a million houses next 
year will be the probable maximum. This means 
that we may have as much as 15% surplus capacity 
next year. This is a normal and a healthy thing— 
but it does call for a return to creative merchan- 
dising in the industry. 


Yes, we are going to have to sell and sell hard 
again and soon! 


fut Hood 
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1929 1931 
1928 1930 


1935 
1936 


1933 
1932 1934 


dollars 
$8,500 
$8,000 
$7,500 

7 
$6,500 


$5,500 
$5,000 
$4,500 
$4,000 
$3,500 
$3,000 
$2,500 
$2,000 


THIS IS the picture, in millions of dollars, of the home main- 
tenance and repair market from 1928 to 1949. The figures in- 
clude both labor and materials. 


Through all economic periods the home im- 
provement and repair market has consistently 
contributed a tremendous volume to the 
building materials industry. Its importance 
is growing. 


HIS is the second annual AMERICAN LUMBERMAN 
fall and winter Merchandising Issue. Again we 
focus the spotlight on the consumer and the tremen- 
dous potential he affords for the sale of lumber, build- 
ing products, and home accessories. 

Study, for a moment, the chart on this page. The 
expenditures for home maintenance in 1928 repre- 
sented approximately $100.00 for every dwelling unit 
in the country. Last year, the better than eight billion 
dollar total represented $160.00 per unit for every 
unit, and there are at least 10 million more houses in 
the United States today than there were in 1928. 

The importance of the consumer market is increas- 
ing rather than diminishing. This statement holds 
true, and will continue to be true, no matter what 
economic conditions may arise. Consequently, it is 
highly important that all retail lumber and building 
products dealers recognize it, understand it, and 
organize their company operations to service it. 
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1937 
1938 


The multi-billion 
dollar consumer market 


1939 
1940 


1945 
1944 


1947 
1948 


1941 1943 
1942 


1949 
1946 















At this moment there is no definite prospect that 
we will be plunged into a full wartime economy that 
would mean total and complete mobilization and con- 
trol. On the other hand, at best, most experts agree 
that a partially controlled, partially mobilized economy 
will come soon. This will involve a plan of sales action 
geared accordingly. 

If and when curtailments are placed on new home 
construction, and it is highly doubtful that these will 
be drastic under any conditions less than total mobili- 
zation, the emphasis will again center around home 
maintenance, improvement, and modernization. As 4 
multiple billion dollar market in our national economy, 
any attempt to stifle it would have serious conse 
quences in government revenue; and government in- 
come from other than military product must be 
maintained at a high level. 

Consumer sales, insofar as the lumber and building 
products dealer is concerned, are divided into three 
major markets: the maintenance market, the improve- 
ment and modernization market, and the over-the- 
counter market. This division is dictated by consumer 
buying motives rather than the products involved, for 
many of the products handled by a dealer. are mer- 
chandised in two, or even all three oi the major 
markets. 

With home improvements and modernization. com- 
petition with other industries for the consumer dollar 
is ever present, unless the consumer is forced by 
necessity to make the improvements. In other words, 
improvements are projects that the consumer buys 
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IMPROVEMENTS like insulating siding, roofing, painting, etc. 
are bought by the consumer because they protect his invest- 
ment, prevent more costly repairs or too rapid depreciation. 








INSULATION, storm windows, remodeled or added rooms, etc. 


are bought because they increase comfort, convenience, and 
livability of a home. These sales compete with other indus- 
tries for the consumer dollar. 

to increase the comfort or convenience of his home. 


Buying motives may center around pride of owner- 
ship, desire for luxury, etc., but in most cases they 
are not prompted by necessity. Therefore, money 
spent for most home improvement projects must be 
sold away from the automobile, furniture, and other 
industries. 

Maintenance and repair are somewhat different. 
Much of this work is done because it must be done, 


| or at least should be done to protect the owner’s 
; Mvestment. However, it must be remembered that 


mos‘ home owners do not understand what is neces- 
Sary to properly maintain their homes and often do 


| hot recognize signs of deterioration until too late. 
| Thus, maintenance and repair merchandising involve 
| education; showing the consumer what he should do, 


and why it should be done. 
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OVER-THE-COUNTER sales are stimulated by the eye. Attrac- 
tive displays and sales personnel who know how to help the 
— by suggestion are necessary elements in this type of 
selling. 





DECORATING and refinishing are largely controlled by styles 
and tastes. Sales efforts in this field must be paced to meet this 
important buying factor. 


Maintenance and repair sales also cover interior 
decoration, and a new buying motive enters the pic- 
ture. This is the appeal to style and taste. Much dec- 
oration work is done in a home, not because the exist- 
ing decorations and finishes are shoddy and worn, but 
because the owner’s ideas of colors or styles change 
from year to year. 

As for the over-the-counter market, a wide variety 
of small item products usually supplement the dealer’s 
line of lumber and building products. Here, impulse 
buying plays an important part in sales volume, and 
suggestive selling methods are most effective. Dealers 
who have entered the over-the-counter market on a 
large scale, have found that such sales do not require 
a new branch of the organization; rather than supple- 
ment, they implement the sales of all other products 
handled by the dealer. 
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By popular request AMERICAN LUMBERMAN has just completed 
the second annual study of retail lumber and building products 
dealer operations. This is the composite picture of dealers every- 
where—large and small—urban and rural. How does it compare 
with your own operation? 


BACKGROUND 

There is no question that we are now experiencing 
the greatest period of economic impetus in this na- 
tion’s history. With the decrease in the purchasing 
power of money has come a tremendous step-up in 
its velocity. The faster money moves, the more it 
buys—or at least the more credit it inspires. And 
credit power plus velocity bring problems to business 
and to the men who manage them. 

The building and building products industry cer- 
tainly has been no exception. During the past five 
years many long-established ideas and concepts of 
doing business in this field have proved obsolete. In 
addition to the new construction field, which in itself 
has gone through a revolutionary period according 
to the established pattern, a tremendous new mar- 
ket has developed with the new home that was 
bought and moved into before it was completed, or 
the home recently completed that has immediately 
proved inadequate. 

In addition, buying habits are changing in the 
home maintenance and improvement field. The trend 
toward do-it-yourself improvements is booming rap- 
idly. This trend portends eventually to be the rule 
rather than the exception. 

All of these economic and social influences have 
had an important effect on the retail lumber and 
building products dealer. An average retail operation 
today is, in most cases, vastly different from what 
it was 10 years ago. 

In order that dealers everywhere could have a 
composite picture of retail operations throughout the 
country, AMERICAN LUMBERMAN undertook to con- 
duct a complete and comprehensive survey of dealer 
practices in 1949. This was conducted at 18 regional 
association conventions last year, and the results were 
tabulated by region as well as nationally. 

The interest in this study was exceptionally high. 
As a result, AMERICAN LUMBERMAN decided to make 
a similar survey this year, and every year so long 
as changing conditions present the dealer with new 
problems and confront him with new decisions. 

Today, a new element is entering the picture—the 
prospect of a partial or total mobilization of industry 
and national product. Most experts agree that in 
any event, regulations and controls will again be- 
come a factor to be reckoned with in conducting 
all business. The retail lumber and building products’ 
dealer will, of course, share the impact of these con- 
trols. 

On the other hand, while new home construction 
may feel the pinch of restricted credit and material 
priority, it is not felt at this time that new construc- 
tion will be stifled. It is too big an industry—too 
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Results -- 1950 survey of retail 
dealer selling practices 














large ‘a source of national income—to be seriously 
restricted; particularly since. it does not seem likely 
that the government will need building products in 
the quantities that were required 10 years ago. 

The consensus also seems to be that even if new 
construction is hobbled, home maintenance and in- 
provement work will receive top priority, and that 
there will be materials to take care of this market. 

Certainly, some shortages are to be expected. It 
must be remembered, however, that many products 
have been in critical supply anyway, as a result of 
the terrific demands made by the housing boom. 

Perhaps the most outstanding fact to be gained 
from an analysis of this industry at this time is that 
we are in a new year. We are not reliving 1941 and 
1942. Symptoms may be similar, effects are not. 
Therefore, we feel confident that all dealers who will 
be interested in reading the results of this survey, 
may find some points in it to guide their thinking 
during the months ahead. 



















OBJECTIVES OF THIS SURVEY 


The purpose of this survey is to obtain a current 
appraisal of the operating methods, merchandising 
practices, and products handled by the group of re 
tail dealers who come under the classification of 
lumber and building products dealers. 


It was designed to bring out the following points: 

1. To what extent is the retail dealer responsible for 

the sale of lumber and building materials in the 
new home market. 

2. To what extent the current housing boom has 
exerted abnormal or unusual operating influences 
on the retail dealer. 

3. To what extent the dealer is adapting his methods 
and practices to meet the expanding home im- 
provement market. 

4. Whether there is any discernible trend on the 
part of retail dealers to expand the lines and 
types of merchandise handled in stock. 

























HOW THE SURVEY WAS CONDUCTED 


The survey comprised 31 questions, a number of 
which were composed of multiple answers. They it 
cluded both the check-off type as well as the commet- 
tary answer. 

These questions were planagraphed on a four-pagé 
form and were mailed out, together with an explana 
tory letter and a postage-free return envelope. 

In order that the survey would be representative, 
a list of 4898 retail dealers were chosen from the 
subscription list of AMERICAN LUMBERMAN. In every 
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case, these were company names only, not individuals. 
As an added precaution that the results would be 
entirely representative of the whole country, an equal 
ratio of surveys was mailed into each state. This was 
further broken down between large and small com- 


‘munities. No two surveys were mailed to the same 


company, even though they may operate a number 
of yards in the same state. 

As a result, we feel confident that the study is of 
sufficient scope and sufficient diffusement, to be a 
true and accurate picture of the retail dealer and 
his operating methods and practices. 


RETURNS 


Of the 4893 surveys mailed, a total of 641 have 
been returned. This is a 18% return, an excellent 
response considering the amount of time and thought 
it required of the dealer to complete it. 


* ¢ 8 


1. Which best describes your retail trading area? 


This question was presented to determine the size 
of the trading area served by the present-day dealer. 
The percentage distribution for the entire country 
is shown in the accompanying chart. 





The 1949 study included 41% returns from dealers 
in communities less than 10,000 population, 24% from 
10,000 to 25,000, 27% from 25,000 to 250,000, and 
8% from metropolitan suburban areas over 250,000. 


2. How many yards or stores do you operate? 


ee ree ere 82% 
Bhs Oo ee en ee 8% 
Ere re 3% 
__ OE Tr eee eee 1% 
DF I os icerndadcxcteadn 6% 


The 1949 survey included 87% dealers reporting 
~ one yard, 10% from 2 to 5 yards, and 3% over 
yards. 


3. Which comes closest to your annual sales 
volume? 


In order to give all dealers a perspective view of 
the proportion to which this business of material re- 
tailing has grown, we included this question. 

(See chart at top of next column) 
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pre 
1,000,000 


OVER 
$ 1,000,000 


The 1949 survey was made up of 32% dealers be- 
low $150,000 volume, 47% from $150,000 to $500,000, 
12% from $500,000 to $1,000,000, and 9% over 
$1,000,000. - 


4. What percent of your current business is: (1) 
New construction, (2) Maintenance and im- 
provement? 


The average of all dealers surveyed showed the 
percentage of business in the two classifications to 
be new construction 53%, maintenance and improve- 
ment 47%. 





NT %e 
MAINTENANCE & 
IMPROVEMENT 





The specific division, as recorded by the dealers 
answering the survey is as follows: 


NEW MAINTENANCE & 
DEALERS CONSTRUCTION IMPROVEMENT 
WAS. ......... | ne. 90% 
ape MORE: (CR eRRe aaa 80% 
| eer WER) 70% 
2 ree | ORR 60% 
= ea BR 8 cs eeu 50% 
a REISER ATE 40% 
esa SRS ReRaRe- 30% 
WeS.......... PRE CR i 20% 
Maw... Re 10% 
2V, 


ae ran 9% or less 
10 %—No answer ; 


There was no corresponding question in the 1949 
survey. 
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2 IAMOND F 
That’s hy pe Second Grade Maple Flooring} *° 
; 12!/ 
Don’t be confused! Second Grade Diamond Hard Maple Flooring is not 
an inferior quality flooring! It’s equal in performance and endurance quali- The 
ties to first grade. And it’s manufactured under rules of the Maple Flooring fol 
Manufacturers Association. as 10 
Second Grade Diamond Hard Flooring is a real money saver for your cus- 
tomers. It will give the same long life and ease of maintenance as First 
Grade—at an economical price! It is dense, strong and close-grained— 
pleasing in appearance. In fact, it has everything excellent low cost flooring 
should have. 
Ideal for the lower cost housing market as well as in warehouses, storerooms, 
institutions, factories, etc. 
Manufacturers of 
Maple, Birch and Oak Flooring Don’t forget — Diamond Hard is also available in First and Third Grades. - 
Custom Kiln Drying Small Dimension All standard widths and thicknesses. C 
WRITE — WIRE — OR PHONE TODAY x 
0%-| 
J.W.WELLS LUMBER COMPANY] Ez 
; 2\ % -: 
e & 
31 % -4 
Menominee, Michigan 41% ~ 
Member of Maple Flooring Manufacturers Association Z ge 
71 %-' 
| 81% -' 
T Oo Oo Aaa! U C a The new Bradley Electronic Mojsture Meter eliminates | — Over 
the drawbacks of other instruments of less advanced | — No ai 
design. There are no galvanometer dials with delicate Th 
“A Oo } & U iv ~ 9? unstable needles. There are no tables of figures to — 
a consult and interpret. There are no moving parts ex- 6 Vv 
NOW, you can answer this question before cept a manually operated pointer which the operator 7 
structures warp and paint peels off. Revolu- sets at a predetermined figure. A little danger light ° 
tionary scientific instrument reduces moisture flashes if the moisture is in excess of that figure. Hun- Th 
testing of lumber and other building materials dreds of pieces can be tested in a matter of minutes. answi 
to rapid, inexpensive and simplest possible Exact moisture percentages are quickly ascertained. lar re 
operation. The same instrument also tests plaster, brick, cinder are V 
block, gypsum block and concrete. oi 
‘OSp 
The most damaging moisture is that beneath Sit 
the surface not readily ascertained by super- train 
ficial examination. Our meter is equipped ng 
with sharp needle electrodes that penetrate - a 
into the danger area and transmit their == ne 
findings to the instrument indicator. ie house 
PRICE: $49.50 NEW YORK eee m 
(Price subject to change without notice) — = 
. ¥ 
write today o 
Dd 
L. R. BRADLEY & COMPANY Si 
Ld] * pee 
25 West 45th St. — NEW YORK 19, NY. ~ 
Buir 
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5. What percent of your business is (1) direct 
with home owners, (2) direct with farmers, 
(3) with contractors, operative builders, car- 
penters, and (4) with industrial, commercial, 
institutional concerns? 


The average of all dealers surveyed showed that 


| dealers are doing: 


32!/,% of their business. .direct with home owners 

19 % of their business. .direct with farmers 

36 % of their business. .with contractors, opera- 
tive builders, carpenters 

12!/,% of their business. . with industrial, commer- 
cial, institutional concerns 


The specific breakdown for all dealers surveyed is 
as follows: 


we. 
ae 
Lu te 
2 PE 
I> » 2 Ee pl 
=> a ZwS 20% 
2 36 =o QFE B86 
og 5w re OCS “Ze 
os Os OS IeS rss 
n “oO ae 4% oO 
xa ° OL aot F000 30% 
0%-10% ...14 %....52 %....18 %....68 % 
11%-20% ...16lQ%....11 %....12 %....15 % 
21%-30% ...20 %....9 %....15la%....5 % 
31 %-40% ea 131, % cee. 6!/5 % ace 10!1/7,% - eee V/5 %o 
41%-50% ee , een a ——_— . on 114, % 
51%-60% ... Slah.... WWhh%.... Wah.... 
61%-70% 8 BWo%.... 2 5 , 
11%-80% ... 4a%h....3 %....7 h.... lah 
Ree... Be.tee-.. 8 Ben.e O° R.... 
ete ...8 B.... Bb... § F.... 


No answer—8l/, % 


There was no comparable question in the 1949 
survey. 


6. Where does the average family in your trad- 
ing area go first when in need of home repairs 
or new small homes? 


This is a partieularly interesting question, and the 
answers from all regions seem to indicate very simi- 
lar results. It is significant to note that these answers 
are widely different from those published in a survey 
three years ago, that stated less than 5% of home 
prospects go to the dealer first. 

Since the dealer has a permanent place of business, 
trained personnel to recommend and estimate costs, 
and facilities to display and demonstrate products, 
he is certainly the logical contact for the prospect to 
— first when in need of home repairs or a new 

ouse, 


HOME REPAIRS 


Archvec’ 
Contractor 


Dealer 
50-50 Leoura’ 10 
No answer ] 
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NEW SMALL HOMES 


Avchitec 
Contvacitor 
VDealex 


50-50 
No answer 





In the 1949 study, 74% of the replies stated that 
the dealer was the primary contact in the community 
for people seeking home repairs or new small homes. 
The question, however, was not broken down into two 
sections as it has been this year. Consequently, it 
is felt that the two percentages given above repre- 
sent a more accurate picture of the dealer in both 
the repair and the construction markets than last 
year’s figure. 

The 1949 survey also showed that the contractor 
was the primary contact in 24% of the instances. 
This is midway between the figures above as the con- 
tractor’s respective importance in both markets. 

The architect was considered the primary contact 
by 42% of the dealers surveyed in 1949, the financing 
agency was considered so by 142%. These substan- 
tiate to a marked degree the totals given above, and 
lead to the logical conclusion that neither the archi- 
tect nor the financing agency is the original contact 
in this field. 


7. Check all of the following that you solicit the 
sale of installed. 
1949 figures 


Porch enclosures.......... 28% 33% 
Home remodeling ....... .36% 43% 
Kitchen remodeling .. ... .37% 30% 
Bathroom remodeling .. . .30% 23% 
Basement remodeling . . 24% 20% 
Attic remodeling .. ......30% 21% 
Roofing ......... +. oa 46% 
Siding ...... pei .. 40% 39 % 
Insulation ...............36% 41% 
Wall tile... 24% 26% 
a ee ..34% 34% 
Storm windows ..... ..» OF 35% 
Venetian blinds .._.. 14% 16% 
Garage doors........ .. 38% 42% 
Painting & decorating. . 23% 14% 
Complete homes ..... ..34% 19% 
Complete garages ........ 36% =" 
Complete farm buildings. 25% 24% 
Sa ened 
No answer ..............33% 


8. Do you take contracts for: 


NEW 
WOMES 


STRUCTURAL FARM 
IMPROVEMENTS BVILOWG) 


(Br 


The 1949 survey indicated that 26% of the dealers 
were taking contracts for new homes, 19% for:struc- 
tural improvements, and 22% for farm buildings. 
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9. Do you have an arrangement with a financing 
institution for term payment of: 


HOME OR MATERIALS, EQUIPMENT, 
FARM IMPROVEMENTS APPLIANCES, FIXTURES, ETC. 



























Due to the tremendous increase in consumer-type 
merchandising, much of which is conducted on a term- 
payment basis, we were interested to determine how 
many dealers have made arrangements with a finance 
institution to handle their time payment paper. 

In the 1949 survey the question was asked, “Have 
you an arrangement with a finance company to handle 
term payment sales?” The results showed 57% YES 
and 43% NO. 


10. Approximately how many new homes did you 
supply the materials for in 1949? 


The average number of new homes supplied by 
the dealers surveyed was— 


ete eeneeae 
GGG ERARBEEE 
rv vy yyy verry 
Oboe neean 


th th Oh i hs hh 
Oh hd - 532 


A more specific breakdown follows: 








































NUMBER OF % OF NUMBER OF % OF 

UNITS DEALERS UNITS DEALERS 
ere}! 76-100..... .. 6% 
6-10 ..13% 101-150...... 3% 
11-20 ee. | 151-200. ... . 4% 
21-30........13% 201-300... .. i. oo 
31-50. AWW% 301-500........ 2% 
51-75 . 4% Over 500...... 2% 


No answer—17% 


10. (continued) In how many of these jobs did 
you control the sale? 


PERCENTAGE % OF 
CONTROLLED DEALERS 
0%-10% .... Peer 
11%-25% .. en sa oe 
26% -50 % ' ' .. 15% 
51 %-75 % Mraes AWS 
Over 75% — Sor ..21% 


No answer 


..25% 








The preceding results indicate that 43% of the 
dealers controlled 50% or less of the sales, and that 
32% of the dealers controlled 50% and more of the 
construction jobs for which they supplied materials, 

The 1949 survey asked the question, “What do you 
estimate was the number of house jobs supplied by 
you in which you controlled the sale?” The replies in- 
dicated that dealers controlled the sales in 41° of 


the jobs supplied; that others controlled the sale in 
59%. 


11. Do you have in your office or salesroom any 

built-up room displays such as kitchens, bath. 
rooms, sections showing built-in cabinets, fire. 
places, etc? 


e* 







































































12. Are any of your employes specially trained 
to sell home improvements or modernization? 


af 











2a 
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If so, how many? 


% OF 
EMPLOYES DEALERS 
ining i Kehna aes erates Be, ree 12% 
ee ..30% 
FPA ee er re 3% 
RE ool te Cae 5% 


The 1949 survey did not include this question, but 
rather the question, “What is the total number of 
employed persons on your payrolls?” 27% of the deal- 
ers said their organization consisted of 5 or less em- 
ployes, 28% from 6 to 10, 21% from 11 to 20, and 
24% over 20 persons. 
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What you want—when you want it: New Holland 
aluminum Roofing; 3 types—corrugated, 5-V 
crimp, standing seam; the first two available in 
3 thicknesses, 7 lengths—6, 7, 8, 9, 10, 11, 12 
feet; weatherboard siding—standard thicknesses 
and lengths. Complete line of accessories. 





Roll Valley: In good supply . .. order now. 
Comes .019” thick (26 gauge) ... 14’, 20” and 
28” widths . . . continuous coils 10 ft. and 50 ft. 
per carton. Another New Holland Aluminum 
Profit-Product. 


New Ho.itLtanpD 
ALUMINUM RooFING 


Siding ... Roofing Accessories 
AVAILABLE IN EMBOSSED... OR MILL FINISH 


Br DING PRopucTts MERCHANDISER 





RIGHT IN SIGHT... 


more than 20 places 
that need aluminum... 


Farms like this can be big money-makers for 
dealers who take advantage of New Holland’s 
Profit Proposition—now. 


Count them up . . . dwellings, barns, sheds, all 
need new roofs, new siding, repairs . . . all call for 
New Holland Aluminum. Then, too, there’s new 
construction needed—extra storage facilities, garages, 
shelters for cattle, hogs, sheep, poultry — still more 
places where New Holland Aluminum should be used. 


Repairs—new construction—all mean business—profits 
for you—steadily increasing profits as more and more 
customers get to know New Holland Aluminum Roofing, 
Siding, Accessories. Fabricated from highest quality stock. 
Rustproof. Rotproof. Fireproof. Sturdy. Strong. Lasts a life- 
time. Never needs paint. Cooler in summer. . . weather- 
tight always. Each unit designed for multiple use . . . for 
quick, easy installation by owner, carpenter, sheet metal 
worker or roofer. 


_______.MAIL TODAY!__~~-~~. 


Get full details of New Holland Dealer Profit Proposition— 
prices, discounts, deliveries. Find out how New Holland helps 
keep business rolling. Just fill out coupon: 


Address: Dept. A-90, New Holland Metals Co., Mountville, Pa. 


Name 





Company 





Street 





City State - 






































13. Do they help the customer 
help select the materials 
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14. Do you use manufacturers’ point-of-sale dis- 
plays in your store? 


i rig ook Mikes’ .. 85% 
rer ives cee 
NO ANSWER ............... 2% 


15. Do you ever pay for manufacturers’ point-of- 
sale displays? 


YS ........ . 50% 

«ee skh bys Kode ote 44% 

NO ANSWER . soa eee .. 6% 
If so, how much? 

— eee .20% 

i ee 65% 

NO ANSWER ............... 15% 

16. Do you use manufacturers’ advertising 

literature? 

FOR MAILING . . 83% 

FOR STORE DISTRIBUTION... 85% 

WE 8 ives ivebscs pureed 2% 


17. Do you use manufacturers’ advertising mats? 


VS ...... .. 69% 
ee eee | 
NO ANSWER ................ 2% 


In the 1949 survey, 27% of the dealers said that 
they used manufacturers’ advertising mats regularly, 
45% occasionally, 16% rarely, and 12% none. 


18. Do any of your suppliers make you a co- 
operative advertising allowance? 


Yeo .. .. 68%" 
NO .. 29% 
NO ANSWER . eee 


19. Do manufacturers’ salesmen ever work as 
demonstrators in your store on Saturday or 
any other time? 


YES 28% 
NO... 10% 
NO ANSWER - ere «| 


lan the work and 
or such projects? 





ALWAYS 
OFTEN 


NONE 


21. When your customers ask for branded mer. 
| chandise which you do not carry, are you 
able to switch them to the products you do 


carry? 


20. Do you use the suggested sales and advertis. 
ing promotions of your manufacturers? 





A\waus 2 
Neavx\u alwa 











‘To 








% 














Nove than Yo % 
Less than '/2 §f |5” 
No answer 93/% 



































The same question in the 1949 survey revealed the 


following: 








Always 
Nearly Always 
More than % the time 
Less than % the time 


22. What products do you handle? Check each 


of the following. 


Acoustical materials .......... 


Adhesives 


Appliances (small) 


eee eee eee eee wee eee eee 


ee 6 ee Oe 1 ee Oe 


Appliances (major) ........ 


Asbestos cement board. . 
Asphalt tile ........ 
Awnings ........ 

Barn equipment 
Bathroom accessories _ . 
Bathroom cabinets .... 


Bolts and nuts...... 
aaa 
Building paper 
Builders hardware 
Built-in cabinets ...... 
Calcimine .. 
Canopies........... 
Caulking compound . 
Cedar closet lining... . . 
Cement paint ...... 
Cement, Portland 

Chain 

oo” 

Coal windows .... 

Doors, combination 
Doors, house . 

Drain tile ....... 
Electrical supplies ... 
Fans, kitchen exhaust. . 
Farm buildings, complete 
Farm fence ... 


Farm implements ................ 





Air conditioning equipment.......... 
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Firep 
Firepic 
Flashir 
Floor 
Flue |i 
Frame 
Furna 
Garac 
Garac 
Garac 
Garb 
Glass 
Glass 
Glass 
Glass 


Glazir 
Glue 
Gutte 
Hard) 
Hard\ 
Hog 
Home 
Insula 
Kitch 
Kitch 
Kitch 
Ladd. 
Lamir 
Lath, 
Lath, 
Lawn 
Lawn 
Lawn 
Lawn 
Lime 
Linole 
Linses 
Lumb 
Lumb 
Maso 
Maso 
Meta 
Meta 
Meta 
Meta 
Millw 
Mort 
Moul 
Moul 
Nails 
Oil & 
Orna 
Pack. 
Paint 
Paint 
Paint 
Paint 
Paint 
Patck 
Plast 
Pla: TI 
Plast 
Plas 
Plast 
Plast 





if: 
Du 
Jo 





he 


ch 


Ie 


Fireriace units 
Fireplace equipment _ 
Flashing 

Floor sanders 


Flue lining 

Frames, window and door 
Furnaces 

Garage doors, overhead 
Garage door hardware 
Garages, complete 
Garbage receptacles 
Glass 

Glass block 

Glass cutters 

Glass substitutes 

Glazing compound 


Glue 

Gutters and downspouts 
Hardwood flooring 
Hardwoods 

Hog houses 

Homes, complete 
Insulation 

Kitchen accessories 
Kitchen cabinets, metal 
Kitchen cabinets, wood 
Ladders 

Laminated rafters 
Lath, metal 

Lath, wood 

Lawn fence . 

Lawn furniture 

Lawn mowers 

Lawn mowers, power 
Lime 

Linoleum . 

Linseed oil 

Lumber 
Lumber, precut . 
Mason's cement 
Mason's supplies 
Metal corners 

Metal corner bead 
Metal joist 

Metal tile . . 

Millwork 

Mortar colors .. 
Mouldings, metal 
Mouldings, wood . 
Nails 

Oil burners . 
Ornamental ironwork 
Package receivers 
Paints and varnishes. . 
Paint brushes... . 
Paint brush cleaner 
Paint remover 
Painter's supplies . . 
Patching plaster - 
Plaster od. 

Plaster aggregates 
Plaster board ..... 
lastic laminates . 
Plastic tile ..... 
Plasticized wood putty 
Plumbing supplies .. . . 
Ply. vood, hardwood 
Ply. vood, softwood 
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. 65% 


43% 
77 %o 
27% 
71% 
93 % 
17% 
91% 
79 %o 
34% 
21% 
74% 
59 
64% 
44% 
73 % 
72% 
57 %o 
93% 
66% 
16% 
30% 


94% 


27 %o 
32% 
63% 
65 % 
24% 
79 Yo 
68 Se 
39 % 


. 16% 
. 25% 


19% 


74% 


2\ A 
79 Yo 
98% 
29 % 
73 % 
55 % 


- 19% 
. 80% 


14% 


13% 


. WS 


57 %o 


. 14% 
.. 8h 
.. 92% 

. 10% 


31% 


. Fh 
. 84% 
.. 80% 
. 14% 
. 16% 


64% 


. 80% 


77% 
61 % 


.. WS 
.. 16% 
. 25% 


33% 


-. 27% 
80% 


97% 


Poultry equipment 
Poultry feed 
Poultry fence 
Poultry netting . 
Prefabricated farm batidings. 
Prefabricated homes ..... 
Prefinished hardboard _. 
Ready-mixed concrete 
Reinforcing rods . 
Reinforcing wire mesh. . 
Ridge roll 

Rock wool 

Roofing, asbestos 

Roofing, asphalt . 

Roofing, metal 


Roofing, slate 
Roofing, tile 


Rubber tile. 

Sand and grave! . 
Sandpaper 

Sash balances 

Sash cord 

Sash, metal 

Sash, wood 

Screen cloth, plastic 
Screen wire . 

Screens, window and door 
Screws 

Sewer pipe .. 

Shingles, asbestos 
Shingles, asphalt 

Shingles, stained 

Shingles, wood _. 

Shingle stain .. 

Siding, asbestos 

Siding, asphalt 

Siding, metal 

Siding, wood 

Sinks .. 

Stokers 

Storm sash and doors. . 
Tacks and brads. . 
Termite preventative 
Tileboard 
Timber connectors .. 
Tools, hand .....| 
Tools, power . 
Treated lumber 
Turpentine ... 
Unfinished furniture . . 
Ventilators, barn ..... 
Ventilators, roof and gable. . 
Wall board ... 
Wall coping .... 
Wallpaper ....... 
Wall sealer ...... 
Waterproofing materials... 


Water systems, farm & home. i 


Wax, floor .. 
Weatherstripping .. 
White lead ........ + 
Windows, combination 
Windows, metal . 
Windows, wood .. 


‘Wire rope ..... 


Wood gutters tied carn 
Wood preservatives _. 


. 12% 


8% 


44% 
48% 


9% 
6% 


. 53% 


17% 


. 54% 
.. 56% 
. 17% 
., 88% 
.. 68% 
.. 93% 
. 64% 


22% 


.. 13% 
. 29% 
.. 35% 
.. 49% 
81% 


86% 


.. 84% 

. 10% 
-. 92% 
.. 58% 
.. 82% 
.. 89% 
.. 19% 
.. 
.. IWS 

. 89% 


58% 


. 88% 

. 68% 
.. 81% 
.. WS 
.. 28% 
.. BF 
.. 34% 
.. 1% 
ee 

. 11% 


54% 
83% 
20% 
52 % 


. 31% 


29 %o 


. 82% 


11% 
30% 


.. 60% 
. 19% 


41% 
28% 


. 47% 


73% 


_ 19% 


65 % 


. 10% 
.. 54% 
. 68% 


47% 
92% 


EY 
5 28% 
62% 
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23. What percent of your total sales volume is 
in over-the-counter sales? 


The composite average of all dealers surveyed indi- 
cated that 309% of their sales volume is in cash-and- 
carry business. 





The specific breakdown follows: 


% OF % OF 
BUSINESS DEALERS 
NONE Vo %e 
1%-10% Bi/, % 
11 %-20% 21 % 
21 %-30% 20 % 
31 %-40% I1Y/o% 
4l So -50% 5!/2 %o 
51 %o -60 So 6l/, To 
6l %o-10% 5!/5 % 
71 % -80 %o 4!/, yA 
81%-90% .. 31/4 % 
Over 90% 5 So 
NO ANSWER . 8 % 


24. What percent of your business do you, your 
salesmen, or your advertising originate? 


The average for all dealers surveyed shows that 
52% of all business is originated by the dealer, 34% 
by contractors and carpenters. 14% of the dealers 
said they did not know. 



















A specific breakdown follows: 


% OF BUSINESS 






(continued) What percent is originated by 
contractors or carpenters? 


% OF BUSINESS 





l%- 10% 
11%- 25% 
26%- 50% 


5I%- 75% . 


76% -100% 


Don't know 


1%- 10% 


l1%- 25% | 
26%- 50% . 


51 %- 75% 


76%-100% . 


No. answer 


No answer . 


% OF DEALERS 


2% 
12% 
15% 

. 26% 
24% 
11% 

10% 


% OF DEALERS 


... 3% 
..31% 
29% 
20% 
. 5% 
2% 


. Of the new house jobs for which you supply 








the materials, what percent of the plans are 
furnished by 
tor, (3) dealer, or (4) home owner? 


The average of all dealers showed that 37% of the 
plans were supplied by the dealer. 
esting point. It indicates that the dealer is a substan- 
tial factor in the planning of new homes, as well as 


This is an inter- 


in the specification and supply of materials. 


In this regard, the position of the dealer has not 
In the years prior to World War II, when 
new home construction was sold on a normal or some- 
what sub-normal market, the majority of contractors 
and builders looked to the dealer for plans as well as 
materials, and in many cases for extended credit. 


changed. 




















37% 


DEALER 














% OF 
PLANS 


1%+10% .. 
11%-20% . 
21%-30% ... 
31%-40% . 
41%-50% .. 
51%-60% . 
61%-70% ... 
71%-80% ... 
81%-90% . 
Over 90 .. 
No answer—12% 






22% 


\on 


CONTRACTO 
_ 






R 





J 











j 
BY 





The specific breakdown follows: 


% OF DEALERS 


AN CONTRAC- 
ARCHITECT TOR 
Mecsas BF Mees 
a i he. 
a Se, a Fee 
ms....3 &. 
—....8 &. 
So we... & SE. 
IVa %.... Wo % 
2 , 2"/o%.. 
- %o 3 . ie 
a 3%. 


ARCAITECT 
22%, 
HOWE GWNER 








DEALER 
3! %o oe 


10%... .16la% 


> oe 
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26. Who prepares the specifications? (for new 
house jobs) 

The average of all dealers answering this question 
shows that the dealer participates in the preparation 
of 62% of the specifications on new house jobs for 
which he supplies materials. 











62% ~ 


DEALER. 
PARTICICATES 





The detailed results by classification follow: 


% OF DEALERS 


Architect ' .. OF 
Contractor _. 8% 
I eek seta Lt 12% 
Architect and dealer 6% 
Architect and contractor. AWW% 
Contractor and dealer 14% 
All 3 ._. 30% 
No answer . 13% 
27. Of the types of jobs below, who does the 
estimating? 
NEW % OF 
CONSTRUCTION DEALERS 
Architect . | &% 
Contractor .._.. 13 % 
Dealer ...... a ...18 % 
Architect and contracto; . 25% 
Architect and dealer I'/,% 
Contractor and dealer. . 40 % 
es ..... 14 % 
No answer .... 10 % 
IMPROVEMENT % OF 
JOBS DEALERS 
Architect .... iesasn se) 
Contractor or 12'/5% 
re aes 21 & 
Architect and contractor. . l& 
Architect and dealer... 'Wn% 
Contractor and dealer. . 45 % 
eee (ae cc 
ORO ere 1) % 


NEW CONSTRUCTION 
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The average for all dealers shows that dealers have 
a part in the cost estimating of 73% of new construc- 
tion and 75% of home improvement jobs for which 
they supply materials. 


28. Who determines the brands of materials that 
go into the jobs for which you supply the 
meterials? 


This question was accompanied by an itemized list 
of all those who might have a voice in the selection 
of brands. These, together with the various possible 
combinations were carefully tabulated, and are shown 
below: 

These results indicate that the dealer has an active 
voice in brand specification for 75% of the new con- 
struction, and 73% of the home improvement jobs 
that he supplies material for. 


NEW CON- IMPROVE- 
STRUCTION MENT JOBS 
% OF DEALERS 

Architect . WA% . 0 
Convector ..............3 &.. -— oe | 
Dealer .. -... Wythe. 8 % 
> eee ae Te. is % 
Home owner ......... 4 wh. .5 & 
Architect and contractor... I1/%... .... Yah 
Architect and dealer. . Vo %o. . -2agae 
Architect and owner...... | %... .. 0 
Contractor and dealer. 3a %.... 2... 4% 
Contractor and owner. . BWo%..... = 
Architect, contractor, owner I!/,%.. vs .t & 
Architect, dealer, owner... 2 %............ Wah 
Architect, contractor, dealer 2!/,% . . .. WAS 
Contractor, dealer, owner. 16 %... _. 27% 
Dealer and owner. _— are ih 
No answer ...... eo a Sree 15175 % 


IMPROVEMENT JOBS NEW CONSTRUCTION 





29. Do you have construction mechanics on your 


payroll? 
ee er eee . 22% 
_. apPereere tqup atone ee 74% 
NO ANSWER .............. 4% 


The same question in the 1949 survey revealed that 
28% of the dealers employed construction mechanics, 
and 72% did not. 


30. Do you have a woodworking shop? 


YS . eee 
,. co . 44% 
NO ANSWER ..... . 2% 


In the 1949 survey, 61% of the dealers stated that 
they had a woodworking shop, 39% that they did not. 
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Selling home protection 


Home maintenance is becoming more and more a direct-to-con- 








sumer market. Dealers find that this cash and carry, full profit 


HERE IS NO WAY to accu- 

rately measure the potential 
of the present home maintenance 
and improvement market. It has 
never yet been fully promoted and 
exploited. And there is certainly 
no precedent upon which to base 
any prediction about this tremen- 
dous market for lumber and build- 
ing products. 

Many old timers among lum- 
ber dealers are justified in assum- 
ing that there has always been 
home maintenance and improve- 
ment business; that the market fol- 
lows the same curve as new con- 
struction; that it also reflects the 
condition of general economics. 

True enough. But today the pic- 
ture is different from what it has 
been before. Home ownership is 
now put on the same basis as any 
other product sold on the install- 
ment payment principle. Rather 
than being the largest, most impor- 
tant single purchase made during 
a buyer’s lifetime, a home is now 
within anyone’s reach. 

While we may not agree with 
the logic of this current trend, the 
fact remains that credit standards 
have been lowered to the point 
where home ownership is possible 
for practically every family. And 
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business is well worth promoting. 





there is no indication that there 
will be any substantial changes in 
the brackets of financing that pro- 
vide mortgages for small and me- 
dium size houses. 


NEW HOUSING BOOMS MAINTENANCE 


In the effort to build the largest 
possible structure for the lowest 
possible cost, hundreds of thou- 
sands of houses have been sold at 
the point of construction where 
they are livable but not entirely 
complete. Shell houses, expansible 
houses, and minimum houses have 
become familiar terms in the build- 
ing industry during the past few 
years, 

The experienced dealer, to whom 
home maintenance and improve- 
ment business has meant supplying 
the needs for older structures, 
must now appreciate that the pres- 
ent day market also includes a tre- 
mendous number of practically new 
homes; and that the most produc- 
tive areas for development of im- 
provement and maintenance busi- 
ness is not in the older sections of 
his community, but rather in the 
most recently built. 

There were some misgivings that 
homes so easily obtained would be 
regarded lightly by the owners; 





that large minimum housing de- 
velopments would soon be allowed 
to deteriorate into sub-standard 
and slum areas. 

This, of course, will undoubtedly 
occur in some places. But for the 
most part, the opposite has been 
true. Hundreds of areas in the 
country that consisted of countless 
rows of small, identical, and un- 
interesting houses are now show- 
ing the evidences of the buyers’ in- 
genuity and pride of ownership. 
Neat lawns, small gardens, and a 
variety of color and decorative 
schemes have done wonders for 
these communities. 

An important fact has thus been 
proved. While economic limitations 
have determined the size and type 
of house purchased by a family, 
most families have painstakingly 
tried to mold their homes to suit 
their personal tastes and require- 
ments. This has been directly re 
flected in the eight billion dollars 
that were spent in 1949 for home 
maintenance and improvement. 

Consequently, the present mal- 
ket for home maintenance and im- 
provement business irivolves, (1) 
older dwellings that must be kept 
in good repair, or improved to meet 
changing family requirements, and 
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STORE demonstrations are highly effective in selling to con- 
sumers. The ingenious dealer has no difficulty in developing 
dramatic product demonstrations that graphically show uses 
and advantages. : 


BUILT-UP house sections, models, etc. 
“props” to show products and their application. Dealers have 
found that such displays are equally as effective with their con- 
tractor customers as they are with consumers. 


(2) brand new homes that require 
additional work and materials in 
order to make them adequate or 
suitable to the owner. 

It is important also to recognize 
that these two sources of home 
maintenance volume involve dif- 
ferent types of sales methods, be- 
cause the reasons and motives that 
move an owner to buy are differ- 
ent. 


SELLING BY EDUCATION 


The maintenance jobs that pro- 
tect a home against too rapid de- 
preciation or actual deterioration, 
are often bought as a matter of 
necessity. For example, too many 
roofs are replaced after a leak has 
developed; too many gutters and 
downspouts after they are serious- 
ly eroded away; too many outside 
paint jobs when extensive prepara- 
tio. and replacement work must 
first be done. 

his is not entirely due to neg- 
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are excellent store 
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With the helpful advice of our ex- 
perts and the right materials you 
can save high labor costs by mak- 
ing many repairs and alterations 
yourself, 


ROCKWOOL BATT INSULATION 

40 sq. ft. carton .....2-- $0.00 
ASPHALT FLOOR TILE 

9 x 9” squares, aslowas ... . 00 
EXTENS:ON LADDERS 
Sturdily made. Per foot . . 
CEMENT 

94 |b. bag of Portland Cement . $0.00 


3/16” WALLBOARD 
Cream surfaced. Per sq. ft. . . . 00¢ 


. + $0.00 


LUMBER CO. 


CALL 816 
JACKSONVILLE, ILL. 





MANY dealers are advertising and promoting the “de-it-your- 
self” angle. You will note in the above ad, however, the ex- 
planation that labor can also be provided if desired. This 


approach reaches all types of prospects. 


lect on the part of the owner. Fre- 
quently he does not know how to 
evaluate the condition of his home 
and determine when certain main- 
tenance work should be done. Sell- 
ing this type of maintenance there- 
fore is largely a matter of educa- 
tion. 

In the automotive field, car own- 
ers have been educated to a defi- 
nite maintenance schedule. They 
know that oil should be changed 
and the chassis greased every 
1,000 miles; transmissions and dif- 
ferentials should be changed sea- 
sonally. No such timetable has ever 
been set up for the home owner. 

As manager of the most impor- 
tant home-service organization in 
the community, it becomes the 
dealer’s job to help the owner keep 
his home in proper repair, to show 
him how to determine what to do 
and when it should be done. 

Does this necessitate scare sell- 
ing? Everyone is familiar with the 


abuses that some high-pressure 
specialty sales organizations have 
made of this type of merchandis- 
ing. 

Dealers who have been most suc- 
cessful in home maintenance sell- 
ing have steered clear of dramatiz- 
ing the negative approach. Cer- 
tainly it is not objectionable to 
point out the needless waste of 
money that neglect will cause, and 
to graphically show examples of 
such instances. But in home main- 
tenance selling, the dealer is a 
serviceman rather than a salesman. 
He is a substantial, permanent in- 
stitution in a community. His word 
and his recommendation go further 
in moving an owner to buy than 
any pressure tactics employed by 
so-called specialists. 

However, this does not mean that 
active merchandising steps 
shouldn’t be taken. A dealer wish- 
ing to avoid high pressure by 
waiting until the home owner 








MANUFACTURERS’ sales literature and promotion material 
are most helpful in conducting a special campaign. Here, a 
dealer has used his paint manufacturer’s promotion streamers 
and banners on the wall behind his counter. 


comes in to him, is not selling the 
market nor is he doing a service 
to his community. Active, inten- 
sive promotion, on an honest, sin- 
cere, service basis will be accepted 
as such by all customers and pros- 
pects, and cannot help but result 
in a steady volume of profitable 
business. 


MAGAZINES ADVERTISE IMPROVEMENTS 

There are several trends that 
make the promotion of this busi- 
ness very favorable to the retail 
lumber and building material deal- 
er. First, the job of educating the 
home-owner to proper home main- 
tenance has been undertaken by 
every consumer magazine in the 
country. The combined circulation 
of this group of publications reach- 
es practically every home in the 
United States each month, and all 
of them consistently carry articles 
and pictures in simple, layman lan- 
guage that explain all of the as- 
pects of home care and improve- 
ment, how the work is done, and 
what materials are involved. 

Smart dealers are scanning these 
magazines, and using articles to 
supplement their own educational 
merchandising programs. 

Manufacturers of building prod- 
ucts also have taken up the same 
educational approach in their sales 
literature and consumer advertis- 
ing campaigns. These are particu- 
larly helpful to a dealer in his sales 
efforts. 


THE “DO-IT-YOURSELF” MARKET 


Another important trend that 
makes the home maintenance mar- 
ket all the more favorable to the 
dealer, is the tremendous amount 
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of work that the home owner does 
for himself. 

This is a controversial point. 
Some people feel that this trend 
will prove unfavorable to crafts- 
men in the industry. Others believe 
that self-applied materials often re- 
sult in unsatisfactory jobs; that 
the average home owner is not able 
to do the application work well 
enough. 

There is considerable foundation 
for these arguments. But the fact 
remains, more and more home own- 
ers are doing their own mainte- 
nance and repair work, and the 
trend is still further in that di- 
rection. It is poor business to ig- 
nore or avoid the do-it-yourself 
market. The day is coming when 
it will account for a high percent- 
age of the dollar volume of ma- 
terial business. 

DEALER MUST KNOW PRODUCT USE 

From the merchandising point of 
view, product knowledge is perhaps 
the most important single element 
of selling; but the same is true of 
all types of consumer selling. The 
dealer’s salesman who makes him- 
self thoroughly familiar with man- 
ufacturers’ literature, with the ar- 
ticles that are constantly being 
published in national magazines, 
and who has a natural bent for 
craftsmanship will have no diffi- 
culty making a success of home 
protection selling. 

The only other phase of selling 
to be considered is how to display 
the product or exhibit the service 
at the point of sale. As in all other 

4 ee 
segments of merchandising, there 
is considerable effective latitude. 
Display, however, is perhaps the 
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MASS display of products is always good. During special paint 
promotions, a tiered stack of large cans on a store sled or low 
platform is a sure attention-getter. These “specials” should also 
be given a prominent spot on the sales floor. 
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6. F OSTERHAGE 


LUMBER CO.—PHONE 313 
“THE HOME BUILDERS | 
DEPARTMENT STORE” 


si2 E. St. Ch Phone 313 | 
Save "% ‘sui face and you save all! 
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MANUFACTURERS’ advertising mats 
make excellent supplements to a dealer's 
advertising program. Note how _ this 
manufacturer has worded the heads to 
educate the reader to the advantages and 
services of the product. 














least understood of the three 
branches of coordinated selling. 
After all, point-of-sale _ display 
has only one important job to do. 
It must display the product in such 
a way that the customer wants to 
buy it. With products that are used 
for home maintenance and protec- 
tion, display means the exhibition 
of the products so the prospective 
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EASEL-TYPE wall displays of roofi 
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ng materials, siding, etc., are effective and space-saving. Since 


color is important in the selection of these products, all panels should be specially lighted to 
show their true color and pattern. 


buyer can see what it is and how 
it is used. 


EXTERIOR PAINT 


No other type of home protection 
maintenance enjoys as long a sell- 
ing season as does exterior paint- 
ing. Statistics show that the heavi- 
est volume of sales are made in 
the spring, with a secondary high 
peak during the fall. However, with 
more and more home owners at- 
tempting to paint their own homes 
during their vacation period or on 
weekends, many dealers are report- 
ing a continuous high sales volume 
from early spring until late fall. 

Dealers who have made a study 
of paint merchandising conduct 
two main campaigns for house 
paint business during the year. 
While these are in progress, spe- 
cial advertising and store displays 
are used. These are designed spe- 
cifically for exterior paint, and the 
other products in their paint line, 
(enamels, decoration paints, etc.) 
remain on the permanent store dis- 
play. 

These temporary exhibits can be 
built up in several ways. An al- 
Ways effective method is to use 
mass exhibit of large size cans on 
a store sled or other low platform. 
Since house protection is the focal 
point of the sales program, many 
dealers supplement the mass dis- 
play with store streamers, sample 
panels, even model house wall sec- 
lions partially painted. 

‘or customers who want to buy 
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a complete job, including labor, 
dealers have satisfactorily worked 
in cooperation with local painting 
contractors or tradesmen, so that 
the customer buys and pays the 
dealer for a complete package job. 
To meet the self-application cus- 
tomer, however, many dealers have 
featured house painting specials 
that include brushes, _ thinners, 
cleaners, scrapers, sandpaper, lad- 
ders, etc., in addition to the nec- 
essary quantity of paint. These 
programs have been particularly 
successful, and have stimulated the 
sale of a wide number of accessory 
products in addition to paint. 


ROOFING SALES 


Unlike paint sales, very few 
home owners attempt to apply their 
own roof. Roofing sales, therefore, 
are largely package sales, and in- 
clude labor as well as materials. 
Also, with the total installation 
cost considerably higher than the 
average cash sale, a roofing sale 
usually requires financing. 

While a substantial percentage 
of dealers who promote roofing 
sales have their own application 
mechanics, another high percent- 
age handle the application through 
cooperating contractors or crafts- 
men. Control of the sale, however, 
is maintained by the _ dealer 
through his estimator-salesman. 

Point-of-sale display of roofing 
materials is important, since both 
type and color are factors in their 
selection. Easel-type cabinets that 





. .. 3-TAB SHINGLES! 
LASTING, BEAUTIFUL poy AND LOW COST 
tall 





Double coverage on 97°. of your roof self- 


spacing, easy to lay Manufactured for Long-Bell 

by the world’s largest manufacturer of asphalt roofing 
products these shingles are made of 

Volney long-fibre felt, saturated and coated with 

genuine asphalt. Surface is imbedded with 
Vermont slate granules. Sturdy, beautiful and fire- 
resistant! Shingles weigh 215 Ibs 
to 100 square feet 
WE WILL BE GLAD TO COME OUT AND MEASURE 
YOUR ROOF AND GIVE YOU AN ESTIMATE, FREE! 


THIS roofing ad. run as a section of a 
larger space, features a low monthly re- 
payment as the lead. Few prospects read- 
ing the ad would feel that the cost would 
be beyond their budget. 
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TRUCK signs not only add to the attractiveness of the vehicle, 
but also provide a moving advertising message whenever the 


truck is on the street. 








A COMPLETE house wall section can be used to demonstrate 
a wide variety of materials, as well as provide a graphic means 
of showing how the products look in actual application. 


will accommodate several manufac- 
turer’s sample panels at one time, 
with a storage rack for samples 
of the complete line beneath, are 
quite effective for the exhibition of 
thick-butt composition shingles. 
The same cabinet, equipped with 
spools that will support several 
rolls of roll roofing, make an ex- 
cellent display of these products. 

Some dealers have built model 
house sections in their stores, with 
two or more kinds of roofing in- 
stalled. These are dramatic, and 
unquestionably effective for the 
dealer who has sufficient floor 
space. 

Any display is materially en- 
hanced when accompanied by cards 
or posters that give prices and sales 
points. The average customer hasn’t 
the slightest idea what a square is. 
In quoting package prices, figure 
the total cost of an average roof- 
ing job, break it down to a small 
monthly figure, and quote that as 
the basis for estimating. 
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HERE IS another method of displaying roofing, siding, and 
insulation materials. 


Note how the hood over the display shows 


the actual roofing applied. 


board products. 








THIS swing-type display fixture is used to excellent advantage 
to exhibit samples of roofing, siding, paneling, millwork, and 
Note how the special lighting adds snap and 


sparkle to the samples. 


Residing is usually sold for a 
structure that has been allowed to 
deteriorate to the point where the 
existing external covering is be- 
yond normal repair. If the basic 
framework of the building, how- 
ever, is sturdy and sound, a new 
covering of one of the many types 
of siding materials available can 
restore many years of life and con- 
siderable added value. 

One of the most important points 
in selling residing, is to have an 
estimator or salesman who can 
evaluate the building to be resided, 
and can specify the type that will 
give the most satisfaction from the 
standpoint of cost, style, and serv- 
ice. 

Siding materials can be dis- 
played much the same as roofing, 
and very often are included in the 
same display fixture. This arrange- 
ment gives adequate exhibition of 
the products in a minimum amount 
of space. 

Another good method of store 


.a cash and carry basis. 


display is to mount the materials 
on swing panels similar to those 
used to mount wallboard. Either 
method permits the display of a 
sufficient expanse of material to 
give the customer a good idea how 
it will look applied on his house. 


OTHER PROTECTION PRODUCTS 


Other products sold for protec- 
tion maintenance of homes include 
such items as caulking compounds 
and application guns; waterproof- 
ing materials, weatherstripping, 
flashing, gutters and downspouts, 
glass and glazing materials, etc. 

These are in addition to all of 
the accessory and supplemental ma- 
terials necessary to apply and fin- 
ish all of the jobs mentioned earlier 
in this article. 

Most of these items are small, 
and are sold over-the-counter on 
A more 
detailed discussion of merchandis- 
ing them is covered in another 
article in this issue. 
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Attractive residence in Caldwood, Texas, roofed with K&M 


OP Napanee 


“Century” No. 5 Asbestos- 


Cement Shingles. Contractor: Morrogh’s Home Building Service Company, Beaumont, Texas. 


Three reasons why it pays to specify 
KeM “CENTURY” ASBESTOS-CEMENT SHINGLES 


When a builder asks, “Which roof is 
best?”, you’re on firm ground when you 
recommend “Century” Asbestos-Cement 
Shingles. Tell him to consider these facts: 


Smart, modern appearance pleases 
every home owner! K&M Asbestos 
Shingles are attractively tex- 
tured with built-in colors. The variety 
of colors—White, Black, Spanish Red, 
Surf Green, and Graytone—means 
every owner’s taste can be satisfied! 


Amazing durability makes a better 

roofing job! K&M Asbestos 

Shingles resist fire, weather, 
rot, rust and termites—the roof will 
last the lifetime of the house! 


Owners appreciate the three-way 
economies! The moderate initial 
cost of K&M Shingles starts 
avings. Then, they are specially 
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designed for quick, easy application— 
save both time and labor. And finally, 
K&M Asbestos-Cement Shingles don’t 
ever need painting to provide perfect, 
lasting protection! 


With outstanding advantages like these, 
you can see how easy it is to build business 
—increase profits—with K&M “Century” 
Asbestos-Cement Shingles. And, as an im- 
portant plus, your sales efforts get steady 
support from K&M advertising in such 
influential publications as Timz, COUNTRY 
GENTLEMAN, SUCCESSFUL FARMING, AMER- 
ICAN BUILDER, PRACTICAL BUILDER, AMER- 
ICAN RoorerR & Siwinc CONTRACTOR, 
NATIONAL ROoFER, and ARCHITECTURAL 
ForuM. Cash in on K&M Shingles—get 
full information from your K&M Distribu- 
tor, or write us direct. 


KEASBEY & MATTISON 
COMPANY > AMBLER + PENNSYLVANIA 








About the Ka M Shingles 
on the above residence... 


K&M “Century” Asbestos No. 5 
Shingles. American method 
appearance; random width, 
thatched butt construction. Each 
unit covers over 1 sq. ft. of exposed 
area. Application cost is low— 
only 90 shingles per square; 2 
nails per shingle; self-aligning. 
Suitable for reroofing—in the 
application shown, K&M Shingles 
were applied directly over old 
wood shingles. No. 5 Shingles 
give complete weather protection 
on roof pitches as low as a 4” 
rise per foot. 


® 


Original manufacturers of Asbestos-Cement Shingles in this country. 























SELLING HOME IMPROVEMENTS 


Home improvements that save money and add comfort and con- 
venience, require selling. While the average home owner recog- 
nizes the need for such improvements, he must be convinced that 
he needs them more than a new automobile or something else that 
he has also been considering. 


HERE IS NO fine line of defi- 
nition that clearly segregates 
the various types of home mainte- 
nance, improvement and decora- 
tion work that are done on and in 
a home. In this issue, the division 
is made according to buying mo- 
tives, for merchandising programs 
to be successful must be planned 
and conducted from the standpoint 
of the buyer, and what moves him 
to buy. 
The previous segment of home 
maintenance, which covers those 


fk Ou 
Phot Eslinaios ( 
INSTALLATION 


SET-UP model displays showing the 
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product installed are 
always good displays. They help the customer understand more 
clearly what he is buying and how it will be used in his home. 


types of jobs that primarily pro- 
tect a structure against deprecia- 
tion, is marketed differently from 
the type of home improvements to 
be covered in this article. Those 
packages of improvement that add 
valuation to a home, increase its 
comfort, convenience, and _liva- 
bility, must be sold. Every home 
owner will undoubtedly agree that 
insulation, storm windows, attic 
ventilating, etc. are worthwhile. 
He must be convinced of their 
value, however, to the point where 






he will spend the money for them 
in preference to a new automobile, 
furniture, or some other article or 
service he may also be considering. 

This type of selling, in the ma- 
jority of cases, must also include 
application. Only a minority per- 
centage of owners will attempt this 
type of improvement, although 
more and more are doing it all of 
the time. It also involves outside 
selling. Campaigns depending on 
advertising to bring buyers to a 
yard, ready to buy the improve- 
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THIS dramatic window display is a sure traffic-stopper. Anyone 
looking at it can quickly tell what the product is and what it 
will do. The money-saving feature is a powerful sales argument. 
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ment, are usually only moderately 
successful. 
But the rather closely confined T { a 
group of improvements covered ypes oO pro uct 
here are not the only package jobs 
for a dealer to sell. Another broad 4 i 
group is discussed in a_ subse- isp ays 
quent article in this issue. This 
is the type of improvements classi- 
fied as modernizations, and includes - 
all types of jobs that require some 
alterations to the basic structure. 
Since some of these jobs are 








definitely seasonal in their appeal: — i THE PANEL-TYPE prod- 
insulation and storm windows in c=: > ae oe display — be used 
the early fall; porch, garage, ‘and i ‘ ae oe 2 eee 


the sales floor. A_ self- 
contained unit, it keeps 
the products in attractive 
condition as long as the 
display is used. 


room additions in the spring and 
summer; and _ basement, attic, 
kitchen, bathroom, etc. in the fall 
and winter; a dealer can maintain 
an active merchandising program 
going the year round that will ac- 
count for a steady volume of busi- 
ness during all months. 

Many of the jobs also involve a 











ed : 
5 duplication of materials, an advan- 

tage in any yard, since inventories > A 

will move smoothly and evenly. sbi 
n- INSULATION : tt ‘en. 

. 4 “eh { 

” , , s ar , a aia ee ie: t6a5 
g Few new homes a — THE NOVELTY-TYPE display is qi ee 
at without insulation. his” Speaks used mainly for its interest value. + #) 

well for the job that the industry Here an insulating product is used 
at has do Vv. 4 as wo 2. differently from its use in a home. 

a ne over the p ec vera é' its use in’ 

ades, prior to which insulation was Yet the safes points in its favor are — 

_ Boge : impressively demonstrated. ai the 
an “extra’’ in home construction. f 


The capacity of insulating ma- Bunty: 
2m terials to reduce the cost of heat- 


le, ing, plus their advantages in in- . 
or creased summer and winter com- . 
1g. fort, have made them as much a 
1a- part of basic construction today 
ide as any other details. P 
oy There are, however, hundreds of 









nis thousands of existing homes that 
gh are not insulated: But these are 
of § still in good condition of service, 
ide and are inhabited by home owners 
on who want and can afford to main- 
a tain them in_ up-to-the-minute 
ve- fashion. 

It is true that a completely ef- 
ficient insulation job on a home 
includes both sidewalls and ceil- 
ings. However, since the natural 
tendency of warm air is to rise 
vertically, the most important part 
of the house to be insulated is the 
roof. So the dealer who does not 
care to enter the blown-in applica- 
tion business, can still render an 


THE PRODUCT-UNIT display 
consists of a sample of the product 
together with a poster, background, 
etc. to make it complete. This win- 
dow unit also includes a container 
for advertising literature. 





important insulating service in his THE MASS DISPLAY builds a 
trading area by selling batts sales story with a mass grouping 
blankets. ] fill. inf J . f of the product as a centerpiece. 
* 8, 1008e-nl, intra, or any 0 This method of product exhibit is 
7 the other types of insulating prod- effectively used for a wide variety 
4 ucts for attic area insulation. of building products. 
¥ Not only does such protection in 
a iome reduce fuel costs during 
i the heating season, but it also 
U . 
- lowers summer temperatures with- 
ont. In : home. Sales advantages, there- 
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BUILT-UP SECTION of garages showing doors installed, make 
excellent working displays for both the unit doors and the 
materials used in garage construction and maintenance. 


fore, embrace both the highly tan- 
gible savings to the home owner, 
as well as those appreciated fea- 
tures of greater comfort that are 
not measured in dollars and cents. 

Educational types of sales pro- 
motion have proved very effective 
in selling insulation. The manufac- 
turers’ advertising mats, used to 
illustrate the advantages of these 
products, are aimed at making the 
prospect aware of the construction 
of their insulating materials. When 
the dealer personalizes this ad- 
vertising by identifying it with his 
name, reputation, and services, the 
results are highly satisfactory. 

Most insulating jobs are beyond 
the average amount usually paid 
for in cash. Therefore, the dealer 
should quote the price in terms of 
a typical monthly payment, or at 
least feature the fact that the job 
can be financed over a convenient 
period of time. 

The importance of this sales tool 
cannot be overestimated. It is the 
means of actually crystallizing the 
impulse to buy in the prospect’s 
mind. When properly used by the 
salesman, it is an important aid in 
closing the sale. 


STORM WINDOWS AND DOORS 


The majority of new homes com- 
pleted today, even in the modest 
price range, include storm windows 
and doors. Like insulation, these 
home accessories have been “sold” 
to the American public as a nec- 
essary part of the home. 

In metropolitan areas, particu- 
larly, specialty sales organizations 
have sprung up and prospered by 
specializing entirely in the sale 
and application of storm’ windows 
and doors. This proves that there 
is and has been a tremendous mar- 
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ket for these products. It also 
proves the effectiveness of inten- 
sive, smart merchandising. 

Many dealers have expressed an 
opinion that such selling is done 
largely by “high pressure,” and 
that they are not interested in high 
pressure tactics. It is true that 
some specialty firms have used 
pressure methods to get business, 
but they have increased rather than 
stifled the market. 

The obvious conclusion is this. 
Storm windows and doors on the 
basis of their quality, performance 
and service, have earned their own 
customer acceptance. Therefore, 
high pressure is not essential to 
their sale—especially by a lumber 
and building material dealer who 
is financially and ethically estab- 


' lished in his community. 


But a dealer’s reputation is not 
enough to permit him to sit back 
and expect the prospects to swarm 
to him. Active merchandising, how- 
ever, will do it. Dealers who have 
started out to compete with spe- 
cialty firms, and have met them on 
an equal merchandising basis, have 
driven them out of the field. It is 
grossly neglecting a mighty good 
market if a dealer overlooks the 
sale of storm windows and doors in 
his trading area. 


ATTIC VENTILATION 


A home owner who insulates his 
home and installs storm windows 
and doors, is obviously desirous of 
enjoying the comforts that these 
improvements afford. Certainly he 
is also receptive to hearing about 
a comparatively new home installa- 
tion that goes still further in giv- 
ing more home comfort . . . home 
ventilating systems. 

Since only a small percentage of 








THERE IS A BIG market for outside entrances to cellars, 


Here a metal cellar door unit on the dealer’s sales floor reminds 
all customers that modern, efficient entrances are available. 
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the homes in the country now have 
automatic ventilating systems, the 
market for their sale is terrific. A 
high percentage of dealers signify 
that they are now handling the 
attic units for ventilating system 
installations. By giving them a 
proper share in a merchandising 
program, another highly attractive 
market can be developed to major 
proportions in the home improve- 
ment field. 













OTHER IMPROVEMENTS TO SELL 


The kinds and types of improve- 
ment packages for a dealer to pro- 
mote are practically limitless. A 
great many are confined to certain 
areas of the country; others are 
restricted by a specific kind of con- 
struction or limited application. 

For example, in rural areas par- 
ticularly, outside entrances to cel- 
lars are prevalent. There are many 
advantages to such a feature in a 
home. Selling unit-type cellar 
doors for both old and new con- 
struction has proved highly prof- 
itable to dealers who have made 
a special effort to promote their 
sale. 

In addition, countless homes in 
the country need new windows, 
fireplaces, plumbing fixtures, cabi- 
nets and built-ins—practically ev- 
ery accessory and fixture in a home. 
Supplying the needs of home own- 
ers who must replace these acces- 
sories when they break or become 
inoperative is not exploiting the 
market. Finding the true. potential 
is impossible until consistent mer- 
chandising and promotion bring 
it to light. That is why many deal- 
ers who are probing and investigat- 
ing various new ideas in their pro- 
motion, are constantly amazed at 
the consumer response. 
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about quality 


Be sure 


with names you know! 


These Trademarks on doors 
you sell are quality insurance 


Hollow core flush doors today can almost be de- 
scribed as a building “staple.” Probably no other 
building item has had such a sudden and sustained 
consumer acceptance and demand. 


Be sure you reward that demand with the 
quality it deserves. Feature Weldwood Honey- 
comb Core or Mengel Hollow Grid Core Doors. 


THE WELDWOOD HONEYCOMB CORE 
DOOR is a new development of the United States 
Plywood Corporation. Thoroughly tested both in 
the laboratory and in many actual installations, 
this new door is extremely strong, exceptionally 
light, eminently serviceable and unusually attrac- 
tive... it can be had with birch, oak, Korina or 
other hardwood faces. Here’s top-flight quality at 
low prices. 











THE MENGEL HOLLOW GRID CORE 
DOOR has thousands of satisfied users to attest its 
quality. A long-time, low-cost favorite, this popu- 
lar door is available with faces in a wide variety 
of beautiful, decorative hardwood veneers. 


Don’t accept any substitutes. Wherever you 


‘have a request for interior flush doors, make 


certain the doors you recommend bear one of the 
trademarks above. That way, both you and your 
customer can be sure about quality, with a name 
you know. 





— 
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Branches in Principal Cities ° 





WELDWOOD FLUSH DOORS 


Manufactured and distributed by 


UNITED STATES PLYWOOD CORPORATION 
New York 18, N. Y. 


Warehouses in Chief Trading Areas ° 


Dealers Everywhere 
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I NNUMERABLE JOKES have 

been made about the feminine 
buyer. Cartoons of women sitting 
before an exasperated clerk and a 
mountain of shoes are good for a 
smile in any magazine. It’s an ac- 
cepted, although not entirely cor- 
rect idea that the feminine buyer 
is unpredictable and hard to deal 
with, 

Regardless, a major share of the 
national “take-home” income is 
disbursed by the ladies, and a num- 
ber of tremendous industries are 
entirely dependent upon them. A 
close look at some of the profit 
statements of manufacturers en- 
gaged in these fields makes it quite 
obvious that no matter what her 





whims or temperament may be, the 
lady is a mighty fine customer. 

This is certainly true when it 
comes to home decorating. In fact, 
Mrs. Homeowner says the word 
that determines the purchase of 
practically every accessory and fix- 
ture in the home. 

Surveys made in recent years 
prove that the dainty hands of the 
nation’s women apply millions of 
gallons of paint each year; but 
whether or not it’s her hand that 
does the work, it’s her hand that 
directs what is applied or installed 
in her home, and when it is ap- 
plied. 

In the field of decorating, the 
lady is constantly being tempted 





DECORATING 


No other type of home improvement is as 
varied or as constant as decoration. This is 
a market very definitely controlled by Mrs. 
Homeowner. She is the expert on color and 
style who must be sold 





SELLING 
HOME 








by attractive articles in the mag- 
azines she reads, by visiting in 
other homes, and by her own de- 
sire to have her’ surroundings 
beautiful and efficient. 

Millions of dollars are constant- 
ly spent for home decoration, not 
because the old decorations are 
shabby and worn out, but because 
milady’s ideas and tastes call for 
a change. And, when she decides 
it is time to buy, her mind is 
pretty well. made up as to what 
she wants. 

To sell the woman prospect, these 
things are necessary: 1) an attrac- 
tive place for her to do her buy- 
ing; 2) displays that appeal to her 
liking for color, and 3) salespeople 
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PREFINISHED hardboard makes a beautiful display in a store. 
This features both large panels as the background and the 
complete line of colors and patterns on the swing rack. In- 
cluded also are the metal moldings, masties. 


FLOOR CARE and finishing are an important part of home 
decorating. This sanding machine display dramatizes how it 
expensively floors can be refinished in a home on a low, daily 
rental basis. 
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THIS PLASTIC tile display was developed with the intention COMPOSITION and rubber floor coverings are finding univer- 
of attracting the ladies. Note how color is emphasized, and sal use in modern homes. This store section eontains a com- 
how the tile exhibit makes a logical place to show bathroom pact display of roll linoleum and asphalt tile. 

accessories and fixtures. 


[f 
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LIGHTING fixtures become outmoded with a change in dec- WALLPAPER, of sees is one of the most popular types of 

orating plans. Dealers who are promoting this line to con- wall finishing materials. It is sold entirely to the feminine 

sumers find that it accounts for substantial business. market, and all phases of merchandising must be conducted 
accordingly. 


SEVERAL sets of fireplace fixtures in front of a display of a CABINET hardware, designed to blend with any decorating 
circulating fireplace increase the interest value of both. These scheme, should be changed whenever a decorating change oc- 
items are both decorative and functional, and have a_ peak curs. This idea, already accepted by Mrs. Homeowner, tremen- 

season during the fall. dously increases the concept of the cabinet hardware market. 


(Continued on page 122) 
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(Continued from page 120) 
who know what they are selling, 
how the products are applied, and 
what colors or combinations are 
harmonious. 

Decorating materials, insofar as 





ye 


— - 
JOHNSON 
RUBBER 


FLOOR TILE 


9” x 9” 
SIZE 














NOW 
ONLY 


The Perfect Floor for Kitchen, 
Bathroom, Recreation Room, 
Hall, Sun Room, Pantry! 


Look whet you can do for floors 
Use the Long-Bell Budget Plan! 

















THE “DO-IT-YOURSELF” idea is also 
gaining momentum in the home decorat- 
ing field. Here a dealer promotes the 
sale of floor tile by urging prospects to 


lay it themselves. 


a lumber and building material 
dealer is concerned, go far beyond 
paint and wallpaper, although both 
of these products are important 
decorating items. All types of wall 
and ceiling finishing materials, i.e. 
prefinished hardboard, metal and 
plastic tile, decorative wallboard, 
etc. are included. 

Also ‘contained in this classifica- 
tian are all kinds of hardware: 
builders’, cabinet, and accessory; 
kitchen and bathroom fixtures and 
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accessories; kitchen and bathroom 
cabinets, mantels, fireplace acces- 
sories, etc; floor cleaners and pol- 
ishes, just to mention a few. 

Manufacturers of these products 
have made extensive studies of col- 
ors and styles. Prefinished hard- 
boards, tileboard, plastic laminates, 
asphalt and rubber floor tile, metal 
and plastic wall tiles are all made 
in a variety of bright, cheerful 
colors. 

Decorative wallboards, _fiber- 
boards, ete. are made in a pleasing 
selection of pastel shades, the most 
popular shades that complement 
modern decorative schemes. 

Makers of cabinet hardware 
also have met the modern demands 





for color and style in their prod- 
ucts. They recommend a change of 
hardware to match every change 
in decoration. Women. are quick 
to find a discordant note in any 
decorating theme, and they readily 
accept this new idea. 

Oddly enough, dealers who have 
developed a salesroom and _ sales 
program to meet the requirements 
of the feminine customer have 
found that, strange as it may seem, 
the contractor and the craftsman 
are also attracted and influenced 
by these same requirements. In a 
broad sense, therefore, it isn’t only 
the woman who is moved by pleas- 
ing colors to buy. She is the only 
one who admits it. 





Ohio dealer 


uses new 





























point-of-sale aid 


THIS DISPLAY is printed in 15 colors. It uses empty cans 
of the floor finishing materials so that customers can easily 





pick them up and read the directions. The display is built in 
the form of a corner of a room and shows a wood floor. 


MANUFACTURERS’ SALES 
AIDS do an important job in pro- 
moting modern floor finishing 
equipment. The attractive three- 
dimensional display seen in this 
picture was found at the Wayne 
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Lumber Co., Toledo, Ohio. 


It re- 
minds the customer that the store 
offers complete supplies for treat- 


ing any type of floor: wood, as- 
phalt tile, terrazzo, rubber tile, 
linoleum, cork or concrete. 
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In Earthquake and 
Omado districts ..... 


“San Antonio is (a district) where 
dry wall is a must because of the 
earth heaval problem with which they 
are faced there. Up until about six 
years ago, they used wood boards, 
over which they stripped canvas and 
then papered, but when dry wall con- 
struction, as we know it today, be- 
came available on the market, they 
turned to that method of providing 
interior finish.” 


That is the statement of Mr. Carl G. 
Lans, Director of the Technical Serv- 
ice Department of the NAHB. This is 
supported by letters from many an 
owner of a home built with Homasote 
Dry Walls. These homes have sur- 






















Oldest and strongest insulating 
and building board on the market 


HOME OWNERS 
INSIST ON 


DRY 


WALL CONSTRUCTION fe 
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vived tornados and even tidal waves. 
Once an owner knows this sensible 
construction method, he will accept 
no other. 


For 32 years Homasote has been 
used for Dry Wall Construction—in 
millions of dollars of private homes. 
Since 1936 its use has been supported 
by intensive research costing more 
than $500,000. 


Dry Wall Construction — with 
Homasote Big Sheets — offers many 
major advantages . . . The average 
wall is covered with a single sheet; 
batten strips and unsightly wall joints 
are eliminated. Joints are made at 
doors and windows, as desired. . . 
Labor costs are minimized; many 


SEND FOR 


Standard Homasote 
(Big Sheets) 


Striated Homasote 
(Tiles and Panels) 
(Panels) 


Name 


ILLUSTRATED LITERATURE 





HOMASOTE COMPANY «+ DEPT. 63, Trenton 3, New Jersey 
Send me literature as checked: 


Wood-textured Homasote 













fewer handling operations; many few- 
er nails . . . In a single material you 
provide lasting insulation value and 
great structural strength... You 
build a quieter home, free from 
dampness — with dependable insur- 
ance against musty closets and mil- 
dewed walls. 


Dry Wall Construction — with 
Homasote Big Sheets — means walls 
that are permanently crackproof, 
ideal for paper or paint, lending them- 
selves to modern decorating effects, 
modern mouldings and trim. 


Let us send you performance data 
and illustrated literature on Homa- 
sote and allied products. 





The Nova Roller Door a 
.-3 


The Nova-Shingle and 
the Nova-Speed 
Shingling Clip ( 


. 3 


) 





Address____ 


(Please print in pencil) 





City & Zone 


State 











Remodeling and additions: 


Already the second biggest market in terms of dollar volume, 
the additions and remodeling market will assume added 
importance for retail lumber dealers as defense preparations 
increase. Regardless of the number of house starts henceforth, 
added housing in the form of remodeled units will be needed. 


VANGUARD of dealers 
throughout the nation pio- 
neered the expansion of selling 
bare materials into the merchan- 
dising of home improvements and 


DEALER DISPLAYS always come in handy when talking to a 
remodeling prospect. Here a variety of windows are ready for 


the prospect to inspect. 
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additions. Since the war, the retail 
selling from a trickle to a flood. 
industry has turned such creative 
Many circumstances conspired 
to make this vast change both pos- 


dealer’s store. 


September 9, 


big 


business 


sible and overwhelmingly success- 
ful. 

Numerous industries had _ been 
busy for years teaching the public 
to like—in fact—to demand goods 
wrapped up in a package ready to 
use. Even the farmer learned to 
sell his grains to the miller, who 
grinds, combines, and packages va- 
rious grains which the farmer 
then buys back to feed his live 
stock. 

Even in the building field, the 
new house had for years been to 


THE IDEA APPLIES to almost any product. This display fea- 
tures paneling for every taste. It’s a real interest getter in a 
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degree a packaged sale, al- 
though the ease with which this 
package can be bought has recent- 
ly been much improved upon. 


some 


LONG NEGLECTED 

[t was in the field of additions 
and improvements where the home- 
owner had been left to shift for 
himself and where the dealer had 
concerned himself little if at all. 

[It is, consequently, in this field 
that tremendously important and 
noticeable improvement has_ been 
made, particularly in the last four 
or five years. 

[It was first necessary for a sub- 
stantially large number of dealers 
to change their lumber yards over 
into what are in reality “building 
material department stores.” This 
was necessary because the present 
gigantic remodeling market is 
based on consumer buying. And 
consumer buying means the cus- 
tomer must be able to come into a 
store and order a package ready to 
use. 


PACKAGED ROOMS 

And that is exactly what the 
home owner can do today in ap- 
proximately sixty percent of the 
nation’s lumber yards. He can buy 
a package of building materials in 
very much the same sense that he 
can a car or a radio—ready to use. 

To be sure, the customer doesn’t 
carry a remodeled kitchen out un- 
der his arm; but his lumber dealer 
will relieve him of doing everything 
except deciding what he wants. 
This includes gathering the mate- 
rials, supply the labor—either di- 
rectly or through contract, arrange 
for financing, and even cleaning 
up the mess after a job is done. 
Package merchandising has come 
to the retail lumber and building 
products industry. 

But in the time since this type 
of selling to the consumer has been 
developed, there has been too little 
incentive to make full use of its 
sales potentials. Business has been 
so good that no dealer had to try 
very much to create new business. 

Without the present war situa- 
tion, many a dealer would have at 
last found himself wondering 
where the next day’s sales were 
coming from. The answer, in good 
measure, would be from remodeling 
and additions business. 


CREATIVE SELLING 

Now it appears that war de- 
mands will still leave-:many mate- 
rials for home construction — the 
experts say enough so that posi- 
tive, creative selling will be needed 
avain within sixty days. 

n the field of remodeling and 


ILDING Propucts MERCHAN DISER 


additions, the dealer has done an 
outstanding job of equipping him- 
self and his salesmen and cooperat- 
ing contractors to deliver packaged 
sales in the form of every sort of 
room. But surprisingly enough, 
many dealers have not yet gone all 
out in creatively selling these pack- 
ages, 

The twin keys to creatively sell- 
ing the remodeling and additions 
market are promotion and adver- 
tising. 

The usual dealer ad dwells too 
long on the how of getting a new 
kitchen, and too little on singing 


/ 


the benefits the housewife will de- 
rive. It dwells too long on the price 
of packaged garage, too little on 
the benefits the car owner will de- 
rive from buying a garage. 
SELLING BENEFITS 

Not one remodeling job is ever 
sold because a prospect decides a 
certain wallboard is wonderful. It 
is sold because the prospect has 
certain definite needs. He will ben- 
efit from a remodeling job because 
he will thereby take care of his 
needs. 

The dealer who sells one brand 
against another, or who sells price, 





26,400 sq. ft. rotunda 
design floor in The Roll- 
ercade at Toledo, Ohio. 
Superior Floor Laying 
and Surfacing Co., con- 
tractors; The Brownlee 
Co., Detroit, distributors. 


BIG | 
JOBS 


prove 


HORNER 


FLOORING STAMINA 


This Toledo, Ohio roller rink required flooring that will 
stand many years of severe use — and Horner Northern 
Michigan Hard Maple Flooring on this job will give that 
service! Tough applications like this on countless big jobs 
—in factories, warehouses, schools, and office buildings 
throughout the country have proved its outstanding stam- 
ina. Such quality is found only in slow grown, close grained 
Northern Rock Maple, expertly dry kilned and exactingly 
milled to Horner standards. 


The demand for this superb flooring is currently taxing 
mill capacity but we are doing our utmost to meet urgent 
needs. Contact us regarding your requirements. 


Write for current price list and flooring information sheet 


HORNER FLOORING COMPANY 


217 Maple Ave. 


Dollar Bay, Michigan 


ORNER. the oldest namein 
HARDWOOD FLOORING 
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is merely switching a sale. He is stand and want the benefits that sible job for his money. 







not creating one. are possible by improving their Let’s see how some of these 

Sales are created by dealers homes. After that job is done, then remodeling jobs can be more cre- 
when their promotion and adver- specific materials can be creatively atively fitted into the dealer’s 
tising make homeowners under- sold to give the owner the best pos- selling picture. 


REMODEL“ REPAIR v0 »om: FOR BETTER LIVING 


WITH TOP-QUALITY MATERIALS FROM THE LIEBER BUILDING MATERIAL STORE IN YOUR NEIGHBORHOOD 


HOUSE 
PAINT 
= 3 
aw 485 


Koverwall 













parson nna 
cei Plywood | 
=~ Plywoo 


Come to Lieber’s for o complete stock 


LIEBER'S HAVE 


LUMBER 


For Every Use 


Make Repairs To Your Roof 
Now Before Winter Sets In 










Save On 
ROOFING 
You Can Instell en Aver- 

As Low As 














Small cracks, loose brick, broken 
ridges and leoky roofing con resu It 
in hundreds of dollors damage to 
wolls, furniture, etc 


You Can Insulate 
An Average Attic 
Yourself For 


Approximately 

Kimsul — Rockwoo! Botts 
Zonolite — Loose Wool 
Flintkote — Fibergloss 
Balsam Wool 





of beautiful plywood . . . wall ponels, 
sheathing board, fir cupboard door stock 


ond plywood for table tennis sets, etc. 



















One Coat, Maton Serees 
ENAMEL Qt. 7% 
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Varnish 
2.47 



















h Home Beauty Protection with 


GUTTERS and 
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water ond rust stains on costly 
pointed exteriors 


GARAGE 


You Cam Buy All the Materials 
Necessary to Construct the Sine 


er ugly, crocked ceilings ond 
wolls. Easily installed, no dirt 


















PANELING 
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or mess, not necessary to remove 





- ~ Garage You Need 
. . USE LIEBER'S FATHER? PLAN 
old plaster. See somples. . Singhe er 
12° x 20° 
Double Per 


18’ x 20° 








CLEAR 
PINE LUMBER 












The new wonder panels — Sizes 
from 16” to 24” wide and from 4 to 
1 long 

You Can Make Your Own 





Fix lt Now With 
= Ready -Crete 
sete DRY MIXED 
CONCRETE 




























. Don’t gamble with acci- 
dents! Repair the 

Fencing nage andrea 

For Safety driveways before winter 









Protect against trespassers sets in. 
and sofeguard your fomily 
with a new sturdy picket or 
wire fencing. We have 
the posts olso. 













Toll Us Your Needs... Licher’s wif 


HERE’S AN AD that really rings the bell when it comes to selling remodeling projects. It gives 
the homeowner a raft of ideas about how he can improve his home. It tells him about products, 
prices and benefits. And it is laid out so the prospect can picture the improvements in relation 
to his own home. 


Kitchens for profits 





Kitchens offer the biggest field for dealer remodeling sales 
because kitchens are the most used rooms by the housewife. 
Besides that, more national consumer advertising by manu- 
facturers has made homeowners aware of modern kitchens. 
Successful merchandising of kitchens requires the dealer to DISPLAY ON WHEELS has many ad- 

. ° . s vantages. This display shows exterior ma- 
offer plans and financing, and assistance in getting the work terials on one side and kitchen as seen. 
done. In return, profits are good, one job leads to another caer sue te aoliok & uanulee 


street, or can be pushed in background 
when not needed. 









ITCHENS have bulked bigger Also, manufacturers of the prod- 

than any other one room in ucts used in constructing modern 
the remodeling market, probably kitchens have done an outstanding 
both because the kitchen is the job of promoting modern kitchens, 
room most used by the housewife to the consumer — especially the 
and because the most dramatic housewife—to the dealer, and to 
comparisons are evident between the carpenter and contractor. 


en—actually the most complicated 
room to lay out and build—is usual- 
ly the easiest room to sell and to 
get built. 
COMPLETE JOB’ 

The most successful lumber deal- 












er merchandisers of kitchen re- 
the old fashioned kitchen of yester- This flood. of well planned, di- modeling jobs are those who take 
year and the pleasant, streamlined rected information has so educated the responsibility for the complete 
food preparation center of today. all parties concerned that the kitch- job, ready to use. 
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MODEL KITCHENS should be laid out and equipped to give APPLIANCES ADD interest to any display, whether you sell 


your prospect the chance to picture the model as it would look 
in her home. If an actual window isn’t available, use a photo 


mural. 


WORKING DISPLAY SHOWS its value in this photo. Sales- 


man can point to actual feature, say “This is what you get.” 


Generally this means the dealer - 
arranges for the financing, then 
arranges for the necessary work- 
men. The dealer oversees the entire 
operation to make certain the cus- 
tomer gets what he bargains for. 
In practice, the workmen soon gain 
experience so that they take a good 
share of detail off the dealer’s 
hands, They profit well from the 
work the dealer throws their way, 
so they are constrained to do a sat- 
isfactory job. 

Actually, better than a third of 
all dealers supply the labor as well 
as the material. These dealers gen- 
erally are doing the most satisfac- 
tory job of capturing the kitchen 
remodeling market. 

Czerwiec Lumber Company in 
Chicago has combined all the ele- 
ments of good kitchen selling to 
become a leader in the field. They 
supply the entire package ready to 
use; they use radio, television and 
nevspaper for advertising; they 
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have found complete integrity in 
giving the customer his money’s 
worth is all important. 

Even the smallest dealers can ar- 
range a simulated kitchen display, 
take advantage of manufacturers’ 
display and advertising aids and 
helps, and offer helpful, honest 
service. The big dealer who has 
become famous for his kitchen 
sales has nothing more to offer. He 
merely works on a bigger scale. 


AIDS TO SELL KITCHENS 


Model planning kit. 
At least one full 
kitchen. 
Photo book of installations. 
Complete jobs to show prospects. 
Feature displays of key products. 
Operating kitchen appliances. 
Open houses and meetings to ac- 
quaint customers with kitchen 
planning problems and_ possi- 
bilities. 


scale model 


them or not. Many dealers have found it good selling to have 
all appliances in running order, even to water in the faucets. 


SAMPLES of another product should be kept available. Then 
if prospect doesn’t like one product, salesman meets her ob- 
jection with another. 


THIS MODEL KITCHEN doubles as a 
planning room where salesmen can talk 
kitchen remodeling with prospects. Ma- 
terials are “in use” and right at hand 
to show. 
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GARAGE DOORS 





OVERHEAD GARAGE DOORS always attract attention. Set 
one up in working order so that prospects can try out mechan- 
ism. They will often sell themselves before salesman arrives. 









" STEEL 
GARAGE DOORS © 
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PERFECT OPERATION of store model is a must. This display 
at Harvey Lumber Company, Chicago. is kept in perfect oper- 
ating condition at all times. 


Home owners need garages 


Numerous postwar houses were built without garages. Many 
old garages need to be remodeled. They offer a tailor made 
market for the retail lumber dealer who offers the customer a 


package. 


Dealers who sell garages profitably offer the customer a com- 
plete package—either all ready to use, or all ready for the 
customer to erect. Careful planning and careful buying of 
materials keep prices competitive 


TREMENDOUS garage poten- 
tial has developed from two 
sources — a constantly increasing 
automobile population—and the un- 
precedented number of new homes 
that have been built in the past 


five years. The greater part of 
these houses were rushed to com- 
pletion without garages. Originally 
this was done because of the short- 
ages of such basic building mate- 
rials as lumber. 

Today, unless the war situation 
gets decidedly more serious, it ap- 
pears the basic materials—the ma- 
terials needed to build garages— 
will be available. If house starts 
are held down by government or- 
ders, then garages will become 
even more important than now as 
a source of dealer business. 

The biggest cities, where com- 
petition is generally sharpest, have 
witnessed strong and_ successful 
garage selling campaigns in the 
past two years. 

Harvey Lumber Company in Chi- 
cago is a good example of how a 
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dealer can maintain a competitive 
position and increase sales at a 
profit even in the face of high and 
rising costs. 


PLAN SALES 


There are two basic requisites 
to selling the remodeling and addi- 
tions market. One is planning sales 
ahead; the other is offering serv- 
ices that make the sales easy and 
attractive to the customers. Har- 
vey’s have used these two keys to 
develop their large garage busi- 
ness. 

Through very careful design and 
planning, they are able to offer a 
garage that gives the customer 
full value for his dollar, consider- 
ing present day prices. In addition, 
a carefully organized sales and 
service campaign makes it easy for 
the customer to buy, in fact makes 
him want to buy. (See May 20, 
1950 issue.) 


Although there is not the volume 
potential in smaller towns, there 
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is still comparatively a good sized 
market for garages which is not 
being realized in many cases. 

The small town dealer can easily 
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SAMPLE GARAGE all price marked is 


bound to gain interest. Materials are pre- 
cut for assembly on owner’s lot. 
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DEALER ERECTED this garage near 
store before advertising campaign. Pro 
pects can see just what they are buying. 
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have a prepared list of materials 
for a number of garage plans. If 
these plans are simple and straight- 
forward, the dealer can advertise 
that he has available a package of 
materials which the customer can 
erect himself or can have put up 
for him by a contractor. 

After all, this is basically what 
the city dealer such as Harvey’s 
is doing. The business looks com- 
plicated because it is big. It has 
actually grown big because Harvey 
management has kept the operation 
simple and uncomplicated. 

POSITIVE SELLING 

Positive, selling-type copy is 
needed to promote the garage mar- 
ket. A garage has a number of 
appeals to the customer; but these 


SPEEDY ERECTION helped sell this garage. With careful de- 
sign and scheduling of materials by the lumber company, two 
men were able to do complete job in a day and a half, 





Amusement rooms 








possibilities. 





appeals are competitive with ap- 
peals being made to the customer 
by numerous consumer products 
that make an interesting play for 
his spendable dollars. 

Too often the advertising and 
promotion used to sell garages as- 
sumes the customer wants a ga- 
rage, hence spends the advertising 
space selling feature products in- 
cluded. 

Actually the average prospect 
has to be made to feel he wants 
and needs the garage, which re- 
quires creative selling. 

The typical small yard doesn’t 
have enough prospects to expect 
a volume of sales throughout the 
year, but any yard can put on a 
sales campaign each fall aimed at 
selling what customers there are. 






Amusement rooms offer the chance fo sell a high percentage 


of profitable decorative materials. They are created from 
inside space, so construction and sales can be carried right 


through the cold winter months. 


Rooms should be sold in terms of benefits to the whole fam- 
ily, both children and adults. Use picture idea book to create 


ideas in the prospect’s mind 





MUSEMENT rooms should 
have a much wider appeal 
than they currently do if the deal- 
er and his salesman will stress the 
Pra-tical advantages of such a 
room, plus the ease with which one 
ar be built either in a basement 
* na presently little used room. 
9 often the appeal to buy an 
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amusement room is geared to the 
idea of a bar and a party. Actually 
an amusement room should be de- 
signed for all the family to use 
and so built that it will be in use 
a big share of the time. 

An amusement room should be 
one of the easiest of remodeled 
rooms to sell because its design 


BREEZEWAY. TOOL SHED, OR 


along with the garage. 





PORCH can often be sold 


A good salesman always mentions these 


The cost of such a selling effort 
is small because—as pointed out 
a garage is a simple building. The 
materials all come from stock, The 
list is easy to figure and easy to 
load as a package load. 

With these preparations made, a 
series of two or three ads telling 
about the garages, how easy it is 
to own, and featuring as the main 
point the values to be derived; pro- 
tection of investment in the car, 
ease of starting in the winter, 
property improvement and so forth. 
Then, as added appeal, tell about 
quality materials. 

As simply as that, dealers in 
smaller cities and towns can get 
their share of the garage market 
even as many city dealers are now 
doing. 



































































AMUSEMENT ROOMS can be built and 
equipped for youngsters and adults alike. 
to accommodate ping-pong or a bridge 
game. 
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will help customers decide just what they 
want. Some dealers 
these in album, 


can be adapted so easily to almost 
exactly what the customer wants 
to pay. 

There is an endless combination 
of materials that can be used to 
arrive at any price range for any 
size room, and attractive decora- 
tion can generally be obtained at 
low cost. Plaster and_ plaster 
boards, fiber and laminated boards, 
plywoods, and wood paneling all 
come in a wide variety of decora- 
tive appearances and price ranges. 

As in the case of several other 
rooms, the benefits to the customer 
of owning such a room are too 
often neglected by the dealer in 
his selling and advertising. 

One of the chief benefits is the 
use of an amusement room as an 
entertainment place for children to 
keep them off the streets—yet this 
type of benefit is seldom used as 
selling ammunition. 


Amusement rooms can be de- 
signed to fit in basements or attics. 
They can even be included in com- 
bination rooms, which also serve 
other purposes such as_ utility 
rooms or porches. At the same 
time, they can be built to make 
use of a limitless variety of ma- 
terials. 

The dealer should be careful to 
ascertain how such rooms will be 
used before specifying materials. 
A rough and tumble children’s 
room should have wainscoating of 
hard surfaced material that will 
withstand hard wear. 

A room designed primarily for 
the use of adults can make use of 
one of the many decorative fiber 
boards. 

An idea book, made up by culling 
photos and ads from consumer 
magazines and manufacturers’ ma- 
terials, will serve to stimulate 
many prospects to the point where 
they will be actual customers. Much 
of this business can be developed 
during the late fall and winter 
months. 


COMBINATION ROOMS are often easier 
to sell than single purpose rooms. Here 
laundry and amusement rooms have been 
combined so customer’s dollars have 
bought maximum of usable area. (Right.) 


USE NATIONAL BRAND products in 
your advertising to catch the prospect’s 
interest. (Right.) 
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AN IDEA BOOK for amusement rooms 


paste photos like 
lend them out to pros- 
pects along with file of product literature. 
























Ba 


Sales 
home 
home 
can k 
Deal 
a wo 
be tie 


S AL. 
ca 
appeal 
ance; 
ability 
dently 
Whi 
on the 
yard. 





























































































































































EASY 10 1 


G. 































































7 peer ; 
ie = | ’ uy) . BIR 
EE IE FIRE || ch\' bast 
6 CORES | as ar < 
in : 





i\\ 


‘Ae 





i eS ess 
RTAIN-TEED @ BS 
DESTIA iy Yee 
= 55 


FIREPROOF erPsuM JUL 


Dc 





































@ Once wasted space, now a useful and inviting The 1 
guest room. Certain-teed’s Bestwall Gypsum wallboard into | 
does wonders on remodeling jobs. It’s fire-resistant, too! useal 
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Bathrooms for sale 


Sales of bathrooms fall in two separate classes. Many newer 
homes need a second bathroom near the kitchen. Many older 
homes need an enlarged bathroom so that modern fixtures 
can be installed. 

Dealers who do not have a plumbing department should have 
a working arrangement with a plumber so that whole job can 
be tied up in a package 






























ALES of remodeled bathrooms In a neighborhood of middle 
can be built from two separate class homes which are not partic- 
appeals. One is to improve appear- ularly old, the appeal would be 
ance; the other is increase use- directed at making the customer 
ability and comfort while inci- want a modern new bathroom of 
dently improving appearance. which he could be proud. This ap- 
Which approach to use depends peal would play up the luxury and 
on the neighborhood served by your beauty of the appliances, fixtures, 
yard. and flooring and wall materials that 


have come out since the war. 
The second appeal would be used 
in a neighborhood of old homes, 
where very often old fashioned 
plumbing fixtures were fitted into 
a cramped space years ago. Space 
ert} <p is often easy to find to enlarge and 
. 2 3 Oth improve such bathrooms because 
“Marlee = relatively little additional space is 
, needed. Often a dormer built into 









Do it the 
QUICK, 


Plestic Finivme 
WALL Amy CEILING PANELS 

























Madliis panels or iy installed, ing only regu! corpenter's x rj j 
oy hp eng fm ye ty yond Pe the roof will do the job. 
wwetd.ng saniter 'y Marlite. Colors and patterns to wit v-dvel 33e 
decane’ +2 Hoste cosy to clean, resistant to dirt, grime and ” 
moisture. Let ve show you how you con work modern wall magic bie 
wte your heme with Marlite 
EAST TO INSTALL © EASY TO CLEAM © NEVER NEEDS REFINISH EASY TO APPLY tile board is used in 
SHIRG 
Come in today, inspect our samples. this ad to impress reader with ease with 


which he can have a remodeled or second 


G.F. OSTERHAGE =— irom “ici 


LUMBER CO,—PHONE 313 


é“ TOILET ACCESSORIES displayed in 
THE HOME BUILDERS store mean carry out sales, may also en- 
DEPARTMENT STORE courage bathroom remodeling prospects. 





a : (Right.) 





Porches for comfort 


The trend toward outdoor living has brought porches back 
into prominence. Today many porches are designed to be 
useable throughout the year. 

As with other rooms, the dealer should be ready to offer a 
complete package job including the labor. Best selling angles 
are summer comfort, extra living space 














BE. -HASIS on outdoor living areas, all of which come under the 
nce the war has led to the general heading of porches. 
Vide-pread use in new house de- 


S1OyY 


Patics and screened and unscreened when he sells this small porch addition. 
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‘gn. of breezeways, sun decks,  NoyicE ALL MATERIALS dealer sells 





AN EXTRA BATHROOM means sale of 
numerous building materials even if 
plumbing materials are not sold. 









In addition to remodeled bath- 
rooms, there is often untapped de- 
mand for a second, new, either 
half or full bathroom. Often times 
this is located near the kitchen or 
utility room, or quite frequently, in 
the basement. Appeal for this type 
of bathroom should be aimed di- 
rectly at convenience. 

























Windows, 
mit, Plans. ALL LABOR AND MATERIALS. 


— a 
Recreation Rooms, Roofing, Garages 
Call Today for FREE ESTIMATE 
JOrdan 
Lumber & supeiyco. 4.5880 


1648 Hilton, ar, SMile, Ferndale 20 Sum. & EVES. LA T-1808 
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This trend in new houses can 
easily be transfered over to the 
remodeling market to apply to old 
homes. There are innumerable 
forms this type of remodeling can 
take, from the outright addition 
of a wing to include porch and sun 
deck, to a high fence and canvas 
awning to give a simple protected 
area. 

Frequently this type of remodel- 
ing or addition can be built into 
highly profitable business because 
it takes a big percentage of such 
things as screening, screens, win- 
dows, doors, specialty millwork and 
finish grades of materials. 

WINTER WORK 

Often such work can be done 
through the winter, particularly in 
milder climates. A series of before 
and after photos should be built up 
to show prospects that even the 
oldest houses can be given a new 
lease on life by such a thing as a 
simple, attractive porch addition or 
improvement. 


Bedrooms are easy to sell 


New bedrooms will mean big business for the retail lumber 
dealer. Tens of thousands of postwar houses were built with 
extra bedroom space designed into the plan. 

Growing children are now making the finishing of these bed- 
rooms necessary. Promotion and advertising will bring in 
prospects 


and advertising, at the local dealer 
level, of bedrooms, can probably re- 
sult in more sales than any other 
room in the house. This is partic- 
ularly true now because so many 
families since the war have had to 
buy houses smaller than they ac- 
tually required. 


B EDROOMS make up one of the 
key factors in the remodeling 
and additions field. 

There are always prospects who 
want either added bedrooms or who 
want to improve existing bedroom 
space. Next to kitchens, promotion 





Lae ~ 3 ba Ms 4 
NEW BEDROOMS ean often be built around wardrobe closets. 


which not only save space but can be prefabed at the yard. 
starts, 
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ADDED LIVING SPACE can be gained in many small houses by the addition of a 
porch. Porch can be designed so customer will buy glazing later. 








a 
read 


a4 


In the next few years, war and 
post-war babies will be getting to 


_ the age where they will require 


rooms of their own. Many families 
bought small, expandable type 
houses with that future need in 
mind. 

‘The alert dealer realizes that tht 
future need of yesterday is witl 
us today. The time has come when 
the dealer who participated in 
much low cost, expendable housing 
might well check those customers 
to see if they are ready to finish 
off attic bedrooms, or add entirely 
new ones if the house was s0 
planned. 


EASY TO PLAN 

Many of these jobs will be par- 
ticularly sound because the house 
planned 


was to take additions. 





NEW ATTIC ROOMS are again becoming very important * 
the material shortages again take their toll of new housing 
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5 to 10 Day 
Delivery Assured 


Look at this! 


In Six Months — 

500 New Essential Door Dealers 
Sold 5000 ESSENTIAL Knee-Action 
Garage Doors — and each one 

a Satisfied Customer 
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"L* Famous BEEGEE Windows 
in 
: We have doubled the daily FAMOUS BEE GEE 
ing ducti f Bee Gee Win- 
production of Bee Gee n 

|| Are YOU getting your share ag lg pee FEATURES 
ish H . - in every department we are 1 h TSIDE 
ely of this Profit-Making Business? able a eg our dealers of 5 pr nase ey Ig 
és to 10 day delivery on every : 
30 : : One complete factory pre- 

Selling Essential knee-action Doors is easy—they sad ae ae oe fitted unit, consisting of 


practically sell themselves. They have sales fea- 
With no kick-out 


at the bottom, the Essential Door can be used 


var tures no other door can offer. 
use 
ns. 


anywhere—next to streets or alleys because the 
door stays completely inside the building. The 
original and exclusive knee-action feature makes 
opening and closing easy—and safe. It clears all 
makes of cars. It’s easy to install. Expertly engi- 
neered and built—the Essential Door is sold on a 


MEET THE DEMAND 
Your customers will like the 
variety of types and sizes 
(more than 42) for every 
architectural demand. With 
Bee Gee Windows you can 
satisfy every taste and meet 
every budget. Don’t miss out 
on Bee Gee profits. Be ready 
to deliver famous Bee Gee 
Windows promptly. 


FRAME, pre-fit glazed 
SASH with GLASS bedded 
in putty, copper SCREEN 
and all HARDWARE ap- 
plied at the factory. 
CONTROLLED VENTI- 
LATION permits air to 
enter as desired from three 
disections. 

TO INSTALL—-simply set 
the Bee Gee Window in 
the wall. 


Famous Bee Gee Windows are sold only through 
lumber dealers in the following states: Michigan, Ohio, 
Indiana, Kentucky, West Virginia, Pennsylvania, New York. 


GET THE BEEGEE WINDOW PROFIT STORY 
for full details . . write today .. Dept. AL-2 


ranupestotl OO Piling g 
BROWN-GRAVES CO. 


money-back guarantee! 


WRITE FOR FULL INFORMATION 
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There will be a minimum need for 
changing walls or otherwise struc- 
turally altering the house. As in 
amusement rooms, a large part of 
the sale will consist of materials 
that are attractive and easy to dis- 
play and demonstrate to the pros- 
pect. They are also profitable to 
sell. 

A number of idea books are easy 
to make up for prospects to look 
at. These can be made by pasting 
attractive bedroom ads appearing 
in consumer magazines in scrap- 
books. 

In both new and older bedrooms 
being remodeled, the alert deal- 
er has a chance to make added 
sales these days. Most dealers are 
now handling wardrobe closets and 
other types of built-in furniture. 
Co-operating carpenters, or the 
yard shop, can build double-decked 
children’s beds to compete with fac- 
tory built double-deckers. 

These specialties alone, when 
aggressively advertised and pro- 
moted, can account for dollars of 
extra sales during the winter 
months. 


Other rooms 


The Question: 


How to ENLARGE and 


IMPROVE a Home 
INEXPENSIVELY? 


The Answer: 


Johns-Manville 














Every house can be improved. Every homeowner is a prospect 
for some kind of remodeling or addition. Suggest all the pos- 


sibilities to him, not just one. 


HE variety of specialized rooms 
that can be designed and 
equipped for the home gives the 
dealer far more selling opportuni- 
ties than he generally uses. 
The homeowner who does not 





CHILDREN’S combination play and bed rooms make an ideal 
remodeling project—and one of the easiest to accomplish. 
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tumble for an amusement room 
may well be a ripe prospect for a 
utility room. The housewife who 
does not answer your ad promot- 
ing remodeled bedrooms may be 
waiting for someone to suggest 











@Build Extra Rooms 
In Attic or Basement 


®Cover Cracked Ceilings 
@Remodel Interiors 
@Recover Unsightly Walls 


for better living 


that she turn an unused back porch 
into a sewing and breakfast room. 


Auto manufacturers offer a va- 
riety of models and colors of their 
cars because people have varying 
needs and likes. The same thing 
holds true for potential remodeling 
prospects. 
another where 


Here is case 


scrapbooks of room ideas can be 
valuable. 





WHEN UNUSED ATTICS are remodeled, the hallways come is 
for treatment also. Have you suggested this idea in your ads: 


September 9, 1950, AMERICAN LUMBERMAN & 














Bur 








rch 
yom. 


va- 
heir 
ying 
ring 
ling 





here 
. be 












RIM; IT 
PACKAGED WINDOW AND 
DOOR TRIM 


Manufactured from Clear 
Ponderosa Pine 


@ Cuts handling costs 


@ Eliminates waste 


ae @ Saves distribution time 


@ Easy to stock and to inven- 


; > tory. It stays clean and 
bright 


@ Architecturally correct in 


rirpine's service to buyers includes inside 
door jambs, standard lineal mouldings, cut- 
stock, furniture dimension and other spe- 











cialty items . . . PLUS wholesale service in , design 
practically everything in Western Soft- © Amtils ah ail 
woods. , machined 


3 


* oe OUR MOTTO: "If it's made of wood, We sell it’. 


Propucts COMPANY 
P. O. BOX 188 — OSWEGO, OREGON 






R. A. Holmes 
Cc. F. Mimnaugh 











BUILDERS Who Know 
Fine Flooring 


Prefer CHICKASAW 
Brand OAK FLOORING ae 


Unfinished and Pre-finished aa 
Strip — Plank — Block ; 





Chickasaw Brand Oak Floors are quick to lay, 

v in initial cost, easy to maintain. Because 
f long lasting beauty they appeal to prospec- 
tive home owners. 


Strip Flooring is in greatest demand. Plank 
coring is suitable for ranch type houses or 
ther informal settings. Block Flooring is best 
ited for formal surroundings. It is distinctive. 


You can save time by ordering Chickasaw 

e-finished Flooring — finishing done at the 

ctory — sanding, waxing and polishing done Meniber 

experts, : NATIONAL OAK FLOORING 
MANUFACTURERS' ASSOC. 


Ask about mixed cars of Chickasaw Flooring — Hardwood Lumber — Thresholds — 
Risers — Treads — Nosings. Kiln dried semi-finished Oak Dimension Lumber. Send us 


Plank Flooring 














your specifications. 
' 7 1591 THOMAS ST. 
Memphis Hardwood Flooring Co. icunc"s: 
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A DINING ROOM built from an unused porch will appeal to 
many. Decorative paneling will do the job nicely. 


EVEN LIVING ROOMS are not immune to pleasing remodel- 


ing projects. The suggestion may appeal to many a prospect. 





Farm home remodeling means 
big business for rural dealers 


Rural markets for remodeling and modernization of existing 
homes are big and rich. Many individual dealers have profit- 
ably pursued this field, yet the potential has barely been 


tapped. 


URAL and farm homes offer 

one of the most fertile fields 

for the retail lumber merchant to 

sell remodeling, modernization and 

addition jobs. 
Strangely 


enough, dealers in 
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some areas have made tremendous 
strides in this type of business 
while others have ignored it com- 
pletely. 

However, in the past year or 
two, the tide of better merchandis- 


ing, including the packaged selling 
of the remodeling and addition job, 
has made a wide sweep into evel 
the most conservative parts of the 
country. 

Certainly, the selling of remod- 
eling and addition jobs is not some 
thing apart, but one more manl 
festation of the revolution that is 
well on the way to accomplishment 
in the retail lumber industry. 

The dealer, the warehousemal, 
has become a merchant, in most 
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AN OPERATING LAUNDRY CENTER will lead to many a 


new prospect for utility and modern laundry room. Try it! 


PML) 
ee tat ta 





Helps sales! 


parts of the country. Elsewhere, 
he is hurrying to catch up. This 
revolution in the selling of build- 
ing materials has sprung from the 
sweat and work and inspiration of 
leaders in the industry. This revo- 
lution for the most part has served 
its purpose. Dealers everywhere 
have awakened to modern merchan- 
dising methods. But there are still 
places for improvement. One place, 
specifically, is in the creative sell- 
ing of home improvements in rural 
areas, 

Although the market has, in the 
past four years, accounted for 
many dollars’ worth of sales, it has 
still only been scratched. 

Rural dealers have learned to 
do a creative merchandising job 
selling barns, outbuildings, porta- 
ble buildings, and even fencing and 
other accessories; but the farm 
house has often been neglected— 
Dartly because it has always been 
assumed the farmer was only inci- 
dentally interested in pleasant liv- 
Ing quarters. 
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Get the Last Word 
on Home Laundry 
Developments! 


CLINIC 





WORKLESS 
ASHDAY 








MORE THAN 


At Our Store Next 


A ROOM FULL OF PRODUCTS that fit into remodeling 


schemes serves to give prospects ideas for their own homes. 


1,800,000 WOMEN 
KNOW THE SECRET! 


MON., TUES., 


Sessions Daily at 





a 


load of clothes you do. 





Factory-Trained Expert 
Here to Talk with You! 


Do you have washing problems on which you 
would like advice? Feel free to ask questions. 
You'll get many helpful hints on laundering 
that you can put to use on the very next 


Learn How to Save Many 
Dollars in Soap Costs Alone! 


See the new work-free washers which use soap 
so.thriftily that savings on soap alone amount 
to as much as $10 a year! 


Keep All the Family’s Clothes 
Brighter, Longer Wearing! 
Play clothes, table and bed linens, work clothes 


—even frilly things last up to 25% longer 
when laundered the workless way. 


10 A.M. ¢ 2 P.M. © 7:30 P.M. 





Things to Consider in 
Choosing a Washer 


As your family grows, the 
choracter of the family 
washing changes. You want 
to choose your washer wise- 
ly, select one which will 
meet your varying require- 
ments for years to come. 
The unique WASHDAY 
PLANALYZER will quickly 
show you which washer will 





best meet all your needs. It's a free service. 





- Be sure to ask for it., 














Presented By Your 


BENDIX Home Laundry DEALER 


PHONE 1010 


-_, 
ee 














FREE WASH DAY CLINICS will help sell the i’ea of modern 


laundry rooms. Try it in your .io-e and be surprised b/ results. 


Such an assumption was, of 
course, a fallacy.. Consumer adver- 
tising in farm papers, plus better 
farm prices, plus excellent creative 
selling effort on the part of nu- 
merous consumer products, have 
unloosed a torrent of farm and ru- 
ral buying power aimed at improv- 
ing living conditions. 


More often than not the rural 
dealer has marveled at the result- 
ing sales that have come his way 
without any selling effort on his 
part. We have, in fact, heard deal- 
ers talk about the “lucky farmers 
who’ve had a landslide of good luck 
in the way of high prices.” 


On the other hand, some dealers 
have said to themselves, ‘Here is a 
wonderfully big and profitable mar- 
ket opening up.” And they have 
prepared themselves to sell this 
market creatively. 


Once a dealer has said these 
words to himself, he is on his way 
to selling his rural trade in a new 
and progressive manner. And he is 





about to be confronted with many 
new and interesting problems. 


RURAL MERCHANDISING PROBLEMS 


Basically, the display and adver- 
tising requirements are much like 
those faced by the city dealer. The 
emphasis is a little more on the 
comfort appeal, a little less on the 
luxury angle. But don’t think the 
farmer’s wife isn’t as likely to 
want to keep up with the Jones’ as 
her city cousin. It certainly isn’t 
amiss to appeal to pride of owner- 
ship. 

Any one of a number of places 
makes a good point of attack in 
promoting the farm side of this 
market. The farmer can’t very well 
change locations, and he isn’t very 
likely to tear down the old house 
and start anew, so the rural dealer 
for years to come is going to find 
much of his market potential in 
helping the farmer improve, 
change, and add to his residence. 

To be perfectly frank in attack- 
ing the problem, the dealer is go- 
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DESIRE FOR ONE PRODUCT will often lead to the sale of a 


Here a disposal unit is featured. 


completely remodeled room. 
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SLIDING DOOR HARDWARE has sales 
appeal. Don’t fail to use it in selling a 
bedroom addition. (Right. above.) 





EASE OF REMODELING is an excellent 
appeal to make to the home owner. To- 
day’s modern products mean job can be 
done with minimum of muss. (Right.) 
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ing to enter into a selling battle 
in competition with dealers of oth- 
er products, especially farm ma- 
chinery. 

There is no doubt many farmers 
have talked themselves—influenced 
by selling and promotion — into 
getting machinery they could do 
without — machinery that takes 
dollars that could have been used 
for improved homes and more con- 
venient living. 

Hence the _ building products 
merchant who wants his share of 
the retail dollar will be competing 
with some mighty active advertis- 
ers. The machinery manufacturers 
—and the prepared livestock feed 
merchants—go after the farmer’s 
dollar with vigor. 

It certainly isn’t a requisite, but 
many rural dealers have found that 
the supplying of labor as well as 
materials has made the difference 
in selling remodeling sales. 


The farmer has enough to do— 
particularly with the high price of 
labor—without attempting on his 
own time to do carpenter work. 
But very often if the dealer can 
supply the labor the farmer will 
have the cash to see the job done. 


Lyon Lumber Company, at Pleas- 
ant Lake, Indiana (see March 12, 
1949 issue) found it was Josing 
many material sales — particularly 
in the remodeling and improvement 
field — because rural customers 
simply didn’t have the time to use 
or apply the building materials 
they wanted to buy. 


Consequently, Lyon’s developed 
their own crews to do everything 
from carpenter work to plumbing 
and spray painting. Sales of ma- 
terials jumped phenomenally al- 
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FARMERS LIKE QUALITY PRODUCTS. This holds true for 


building materials to modernize their homes— 


products you sell, 


most at once and have continued 
to rise. 

When Lyon’s began to seil not 
materials, but materials put in 
place and ready to use as a remod- 
eled kitchen or an added bedroom, 
they found it easy to compete with 
the machinery dealer or the car 
dealer for the farmer’s spendable 
dollars. 

Kent Lumber Company yards 
down through central Illinois do 
an outstanding job of tying labor 
and materials together to give the 
farm customer whatever he wants 
in the way of a remodeling job or 
an addition. 

In a trip around the countryside 
with Henri Mohar, manager of the 
Kent yard at Minonk, Illinois, we 
saw old time houses that had been 
completely renovated and modern- 
ized; we saw little two roomers 
that had been enlarged to make a 
completely modern and _ pleasant 
dwelling. Also we saw older houses 
that had been fixed up more mod- 
estly—perhaps room for a modern 
kitchen added on the rear; or al 
old and rotten porch ripped off and 
replaced with a new glazed porch 
or with a garage and breezeway. 

Mohar will tell you its the abili- 
ty to supply the labor as well as 
the materials that has helped s0 
much in building up a tremendous 
volume of profitable home remodel- 
ing business among farmers. 

It’s a commentary on incentive, 
we suppose, that we’ve heard some 
dealers say, “It’s too expensive, it’s 
too risky, it’s too this or that, t0 
get into the business of supplying 
labor and the completed job.” 

Mohar takes the labor supel- 
vision and estimating side of his 
business the same way he does the 
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material business—right in stride. 

We asked him the imagined dif- 
ficulties in offering the customer 
the complete job. 

“There are no great difficulties,’ 
Mohar reports. “Supplying the la- 
bor doesn’t complicate the lumber 
business greatly.” 

But it is not even strictly neces- 
sary for the dealer to deal with 
labor directly. In many cases, 
where there are responsible con- 
tractors with whom the dealer is 
on good terms, it is wise not to 
get involved with labor. 

But this does not absolve the 
dealer from responsibility of help- 
ing the customer get the complete 
remodeling job wrapped in a pack- 
age. The rural dealer, even where 
he does not supply labor, has a 
wider responsibility than the city 
dealer. As we have seen, the city 
dealer by and large has the help 
of contractors who do a pretty fair 
merchandising job themselves. The 
rural carpenter-contractor simply 
isn’t equipped to do a merchandis- 
ing-selling job. If such a job is 
going to be done, it is up to the 
dealer to do it. 

Master Merchant Bob Baker 
(see the October 8, 1949 issue) of 
Dryden, N. Y., depends on the farm 
trade for about half his business, 
and a good share of that half is 
made up with home remodeling and 
improvements. Baker doesn’t sup- 
ply labor himself; but he does see 
that his customers get labor when 
they want it. He keeps a list of 
good carpenter-contractors. He 
tries hard to keep them busy. In 
return it is understood they will 
take good care of the yard’s cus- 
tomers, 

Baker, like other rural dealers 
who stress the home remodeling 
business, makes it easy for his 
farm customers to buy on the time 
payment plan if they want or 
need to. 


’ 


USE OF DISPLAYS 


As with city yards, the use of 
manufacturers’ displays and the 
display of products in a way to 
Suggest use in remodeled or added 
room are both extremely important 
methods of developing remodeling 
business. 

The housewife .is generally the 
prime factor in deciding to buy a 
remodeled or added room. In the 
case of the farm customer, this is 
‘specially true. The farmer would 
rather spend his cash on machinery 
or stock. 

Wheat Bros., at Moravia, N. Y., 
have proved that a modern display 
store. plus a few traffic builders 
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such as pots and pans, will bring 
the farmer’s wife into the store 
along with her husband. Once 
there, she can be interested in the 
idea of remodeling, and in the 
products that make remodeling pos- 
sible. 

Rural dealers generally have 
scarcely begun to capitalize on the 
sales potential inherent in selling 
through the rural housewife. And 
getting her in the store is one of 
the surest ways of accomplishing 
such selling. 

To get her in the store, to keep 
her interest, and to sell her a bill 
of goods requires the same sort 


of creative advertising and display 
that the city dealer now generally 
uses. 

Consumer farm publications now 
devote a large part of their edi- 
torial space to home improvements. 
They have proven that their papers 
are read by farm women who want 
better homes. Consequently they 
have been able to sell a large 
amount of advertising of building 
materials. A perusal of any farm 
magazine indicates this point. 

The retail lumber and building 
materials dealer can profit im- 
measurably by making positive ef- 
forts to sell this market. 





“One today is worth 
two tomorrows.” 


—Ben Franklin's Almanac, 1757 


Until crystal balls become standard equipment for 
ye Board of Directors, there is no substitute for 
a nice profit showing on ye quarterly statement. 





—dAcme Steel Notebook, 1950* 


Thrift and efficiency belong in business——-not alone because they 


are good, solid business virtues. 


They can also mean the difference between profit and loss. 


Helping business to greater thrift and improved efficiency has 
been the reason for Acme Steel methods and Acme Steel products 
for more than 70 years. We are now working with more than 50,000 
customers representing almost every industry, particularly in 
departments and operations concerned with packaging, shipping, 


materials handling. 


If you would like to learn more about 
Acme Steel products and how they may 
be able to help you, write on your business 
letterhead and ask for free booklets on 
the specific products in which you: are 


interested. 


ACME STEEL COMPANY 


Dept. AL-90, 2838 Archer Ave., Chicago 8 
There are 46 Acme Steel service offices in 
the principal cities of the U.S. and Canada, 





The Acme Steelstrap method 


of bundling lumber ensures 
retail lumber yards quicker 
tallying, less damage and 
pilfering, reduced danger 
of injury. 


*The sagest maxims of Ben Franklin, together with modern parallels, appear 
in Acme Steel Notebook, 1950. We have a free copy for you. Just ask for it. 











ACME STEEL CO. 
CHICAGO 


ACME STEELSTRAP flat steel strapping and ACME UNIT- 
LOAD carload bracing BAND, SEALS and TOOLS @ ACME 
SILVERSTITCHER machines @ ACME SILVERSTITCH stitch- 
ing wire @ ACME-MORRISON METAL STITCHERS and 
BOOK STITCHERS @ ACME-CHAMPION BAG STITCHERS 
@ ACME HOT AND COLD ROLLED STRIP STEEL @ ACME 


<GALVA-BOND steel slat stock for Venetian blinds @ 


Acme Steel Company has en- 
joyed sound, steady growth 
under the American business 
system of open competition. 
Since 1901 we have made 285 
consecutive dividend payments 
to our stockholders. 


ACME STEEL SPECIALTIES, including hoops, corrugated 
fasteners, nail-on strapping and other container rein- 
forcements @ ACME STEEL ACCESSORIES—snips, cutters, 
punches, tool mounts, reel stands, coil holders, coil trays. 
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LUMBER AND PLYWOOD items cut to 
sizes most suitable for needs of the home- 
owner and hobbyist, result in substantial 
over-the-counter cash sales. (See photos 
above and at right). Above: 1) John 
Bader Lumber Co., Chicago, has electric 
power tool equipment in its store to cut 
small lumber pieces as a customer serv- 
ice. A specific series of cutting charges 
is listed on the wall adjacent to the saws. 
2) Note displays in the Lieber Lumber & 
Millwork Co. store, Appleton, Wis.. and 
3) Taylor Lumber Co., Houston, Tex. 


At right: 1) This is the Dougherty 
Lumber Co. display in Cleveland, Ohio. 
2) Car-top carriers are sold and rented 
by Gee Coal and Lumber Co., Chicago; 
motorists can drive right into Gee’s lum- 
ber store. 


Over-the-counter business 


Small cash purchases lead to substantial net profits in the long 
run; these products, bought and paid for on-the-spot and de- 
livered by the customer himself, are important elements in 


successful merchandising today 


VERY DEALER can increase 

his over-the-counter business 
with a minimum of effort and ex- 
pense. Most dealers have added 
dozens of new consumer items in 
the last few years ranging from 
light appliances to lumber products 
like unfinished furniture and built- 
in conveniences. Nearly every one 
of these items can be promoted as 
cash over-the-counter sales. 


The trend in this direction is 
clearly evidenced by visiting the 
modern display rooms of the most 
progressive dealers. These dealers 
have brought the lumber yard into 
the store by setting up displays of 
small pieces of lumber, plywood 
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and similar products, individually 
priced and attractively displayed 
to catch the eye of the home owner 
and hobbyist. 

Dealers who have set up these 
displays say that the amount of 
business in these small sales is sur- 
prising, while the companion pur- 
chases of paint, nails, brushes and 
whatever other items that may be 
required to do the whole job, fre- 
quently double the original sale. 
SERVICE WITH EVERY SALE 

Some dealers advertise their 
services of “lumber cut to size” 
with a specific schedule of cutting 
charges. Car top carriers to trans- 
port these small pieces are rented 


or sold by many dealers who ar 
convinced that service is an it 
portant factor in every sale. 

Most important is the realiz- 
tion by an increasing number @ 
retail merchants that their prot 
ucts—from a bag of nails to: 
completed home—must be mel 
chandised in a manner that wil 
make it easier for the consumer t 
see and purchase the items It 
needs. This means that the deale! 
must display and advertise hi 
products with as much imaginatidl 
as the department and _speciall! 
stores which have been takill 
business away from him! The 
dealer’s salesmen must be we 
grounded in product knowledge all! 
able to couple this knowledge will 
selling ability. 


The colorful, dramatic point- 
sale aids and literature availabl 
from the manufacturers are val 
able helps, but in the long run th 
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Here, at Tarter, Webster & Johnson, you have a large organi- 

zation of “eager beavers” thoroughly imbued with a teamwork 

spirit of getting out the orders. In back of us are eight modern 

mills, producing quality lumber, properly graded. Look to T 
—a sure way to get yourself the right W & J for: Ponderosa Pine, Sugar Pine, White Fir, Douglas 
kind of customer service—a modern Fir, Incense Cedar; also Pine doors, Pine and Fir mouldings, 
way to order your lumber requirements 


—getTW EJ. Pine plywood, cut stock. 


TARTER, WEBSTER & JOHNSON. INC. 


1 Montgomery Street P. O. Box 1731 
SAN FRANCISCO 4, CALIF. (° -| STOCKTON, CALIF. 
DOuglas 2-2060 * Teletype SF 531 - Stockton 4-8361 © Teletype SK 2 





2 Manufacturers of fine quality 
. DOUGLAS FIR 
WEST COAST UPLAND HEMLOCK 


ROSBORO LUMBER CO. ? ==" 
‘ : OREGON 


¥ 
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SALES TO WOMEN in building materials stores are on the 
increase, especially where neat, attractive stores handle products 
that appeal to the feminine side of the family. Gifts can be 
promoted the year round. That is one reason why Capitol 
Lumber Co., Memphis. above, has such an extensive selection 





~ 


THIS DISPLAY of kitchenware and kitchen accessories is found 
in the Albion Lumber & Millwork Co., Vancouver, B. C. Light 


appliances, center, are credited for building materials sales at 


selling job is up to the dealer. 
Merchandising of general building 
materials has been made easier 
with the introduction of many 
products previously supposed out 
of place in the building materials 
store. Some of these items, rang- 
ing from appliances to chinaware, 
are still frowned on by many deal- 
ers who are opposed to a “drug 
store atmosphere” in their places 
of business. Other dealers, who 
took on these items during the last 
war as substitutes for hard-to-get 
building materials have retained 
them as traffic builders and fre- 
quently as separate departments. 


NEW PRODUCTS HAVE SALES VALUE 

The sales value of these new 
items is threefold: 

1. By increasing the number of 
products available for home use 
and installation, the dealer in- 
creases store traffic and the likeli- 
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oration products. 


hood of every customer making 
his headquarters for home building 
supplies at the dealer’s own store. 


2. Many of these items from 
paint specialty products to brass 
letter boxes attract the eye of the 
woman shopper. And women are 
an increasingly important factor 
in over-the-counter sales in the bet- 
ter building materials stores. 


3. Finally, an increased line of 
small items, carefully chosen, will 
increase the dealer’s sales of com- 
panion items. 

To capitalize on these three fac- 
tors for greater over-the-counter 
sales, it is necessary of course to 
choose products most likely to in- 
crease the sale of accessory items. 
This is especially true in the home 
decoration field where glue, 
brushes, stains, step ladders, 
sponges, lacquer thinner, paint 
rollers, drop cloths, patching plas- 


cester, Mass., offer 


under the supervision of a woman department head. Above, at 
the Turpin Lumber & Supply Co. store in Monroe, La., the 
wallpaper department where modern patterns may be: selected 
at leisure and in comfort. supplements many other home dee- 





the City Lumber Co., Bridgeport, Conn. Built-in conveniences 
like the ironing board being demonstrated at Sawyer’s, Wor: 
genuine sales appeal to women. 


ter, wax, paint remover and a host 
of accessory items frequently can 
be sold by an alert salesman to 
homeowners who dropped in for a 
single can of paint. 


Sales of these items can be in- 
creased by neat, dust-free displays 
near the paint counter. The same 
idea of related sales holds true in 
the sale of accessory items for floor 
rental sander equipment and _ the 
entire tool rental field. The sales 
of accessories in the tool rental 
field, for example, often equal or 
exceed the rental of the specific 
tool. (See “How to Rent Tools for 
Profit” in this issue.) 

In fact, there are usually a num- 
ber of accessory items that the 
homeowner needs with every single 
item he buys. Good floor displays 
will help sell, but they will not 
do the whole job. It is up to the 
salesman to inquire how the cus- 
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bonds perfectly with 


% all dry wall materials 
* glazed tile 

% painted walls 

% smoothest concrete 
% spanish plaster 


Every day — more and more builders, con- 
tractors, and homeowners are singing the 
praises of NU-WALL. It's so economical, yet 
so wonderfully practical. It doesn't dry out 
hard and brittle — it remains flexible, yet 
firm. 


NU-WALL will receive any of the conven- 
tional plaster finishes — or remain as the one- 
coat texture finish in itself. 


NU-WALL over old walls — without remov- 
ing the woodtrim. 


NU-WALL over new "dry wall" construction 


—all woodtrim can be installed before NU- 
WALL is applied. 


Light weight plaster — 


V/g"" — easy to mix — 
easy to apply perform- 
ance. There is more 


profit in a bag of NU- 
WALL for YOU! Get 
the complete NU- 
WALL story today. 
Write— 


NU-WALL Mfg. Co. 


923 N. 19th St. 
Milwaukee 3, Wisconsin 


Dept. A-L 


Wholesalers and Jobbers! Territories still available! 
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SOSS Invisible Hinges are a must for any 
complete builder’s Hardware line. Stock 
them—display them—and they’Il sell them- 
selves. With each passing year more and 
more architects, builders and contractors 
are using these unique and modern SOSS 
Hinges because they are the only hinges 
that are mortised in the door where they 
are completely hidden from view. There 
is no protruding hinge butt to mar the 
graceful streamlining of modern design. 
SOSS Hinges are nationally advertised in 
leading consumer, architectural and build- 
ing publications. You'll find that they will 
definitely help increase your profit picture. 
For complete information and prices just 
attach coupon to letterhead and mail. 


[SOSS| 


INVISIBLE 
HINGES 











ATTACH COUPON TO LETTERHEAD AND MAIL 


SOSS MANUFACTURING COMPANY 
21783 Hoover Road, Detroit 13, Michigan 


Please send me complete information and prices. 
NAME ee acd a 
STREET 


a es ee 











ELECTRICAL fixtures tie in well with general electrical goods. 
The “Better Home Lighting” exhibit is operative at the Home 
Builders Supply Co.. Jackson, Miss. The wall display of decora- 


PAINT customers are extremely good prospects for over-the- 
counter trade. Possible tie-in sales in this department are almost 
unlimited. Women are among the best paint customers. Win- 
dow glass and sportsmen’s equipment may seem far apart as 
products in a retail lumber dealer’s store but both offer the 
same important sales element ... service. Customers for glass 


(EMPTY 
c% LIGHT 
7}. SOCKETS 
Here hee place 
te ber weer BELBS 
Get a ERE. mew tenes 
FY tie BOOTY SCMETS sap 


tive fixtures is found at the Wille Coal and Material Service. 
Mt. Prospect, Ill. Sign reminder to fill empty light sockets was 
seen at the Freehold Lumber Co., Freehold, N. J. 


are customers for paint, brushes and numerous accessories. 
Many dealers have found that sporting goods has a special 
appeal to their contractor customers. The photo showing sign, 
“Window Glass Cut to Size”, was taken at Stewart & Hudson, 
Victoria, B. C. Photo showing sporting goods, at right, was 
taken at Rorabacher’s, Whitmore Lake, Mich. 


tomer plans to use the product in 
order to serve the customer best 
and complete the entire sale. It is 
possible to lose future sales and 
customers by failing to sell them 
everything needed for the job. Re- 
member that the customer is look- 
ing for product knowledge that 
will help him do the job right, and 
good advice is just as important 
to him as a good product. 

Women have tremendously in- 
creased cash over-the-counter sales 
in building materials stores during 
the last few years. Therefore 
everything the dealer can do to 
appeal to women’s shopping in- 
stincts will help increase sales. 
Women particularly in the small 
towns and cities, buy general build- 
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ing materials for their men folk. 
But here we are thinking pri- 
marily of the numerous household 
supplies not found in the average 
building materials store. These 
items are natural traffic builders 
which include appliances like toast- 
ers, mixers, roasters and coffee 
percolators; glassware, pressure 
cookers, chinaware and kitchen ac- 
cessories—towel rods, drawer pulls, 
etc. 

Building supplies even more 
closely allied with the home also 
serve as traffic builders. In this 
category are electrical supplies— 
wire, tape, plugs, bulbs, even fix- 
tures. Many electrical fixtures are 
decorative as well as practical, and 
consequently have sales appeal for 


both husband and wife. Bathroom 
accessories ranging from clothes 
hampers to medicine cabinets and 
smart-looking toilet seats are traffic 
builders, too. 

Cash sales of these over-the 
counter items may be small per 
individual sale but the accessory 
items bought with them, plus the 
service feature that saves the cus- 
tomer a shopping call elsewhere, are 
enough to make these items very 
worthwhile from the standpoint of 
dollar sales, building new business 
and holding old customers. Still 
another illustration of this service 
feature is the glass-cutting depart 
ment available in many stores. 

As emphasized previously, the 
women’s angle cannot be neglected 
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You can really 
DO THINGS 
1 |/HARDWOOD PLYWoop! 











THE UTILITY HARDWOOD 
PLYWOOD 








Here at last is a genuine hardwood plywood, 
free from the disadvantages of soft woods, yet 
attractive in price. It is ideal for dry-wall con- 
struction, built-in cabinets, furniture, partitions, 
store fixtures, etc. 


























Mengelbord* is a low-priced utility hardwood ply- 
wood available in standard stock panel sizes 14” 
thick, 3-ply. It is moisture resistant—recommended 


om for a wide variety of interior uses. 

hes Mengelbord has a one-piece face with no joints or 

and oval patches. It is made from beautiful unselected 

affic White Gum (Tupelo) with the face grain running 
the long way of the panel for greater strength and 

the- better decorative effects. 

per It is smoothly sanded, free from grain-raising, warp- 

Ory resistant, cuts and works cleanly. 

the Mengelbord is light in color and suitable for a 

cus- variety of finishes: paint, stain, natural, or as a 

are mf §=6obase for wallpaper. 

very Write today for samples and descriptive 

t of literature. No obligation, of course. 

ness Where fine wood panels of Mahogany, Oak, 

Still Birch or Walnut are desired—ask for Mengelux. 

vice Literature on request. 

art- Plywood Division, The Mengel Co., Louisville, Ky. 

*Reg. U.S. Pat. Off. 

the 
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PRECISION-BUILT FOR 
DRAFTLESS VENTILATION 


These new windows provide 
maximum visibility plus a 
minimum amount of infiltra- 
tion or heat loss. They are 
suitable for all kinds of weather 
conditions . . . adaptable to al- 
most any architectural specifi- 
cation . . . permit the use of 
narrow mullions and trim for 
more attractive exterior and in- 
terior appearance. Special sill 
construction, and stops used 
supply a snug job. No rain or 
snow can enter. 


Louvered sections are placed 
at top, bottom or sides of sta- 
tionary window pane, accord- 
ing to design requirements. 


Baffle doors regulate circula- © 


tion of fresh air, winter and 


summer. Screens concealed in | 


air-flo section, removable 
from inside, for cleaning. 
Solar areas can be glazed with 
single, double or triple plate 
glass, according to climate. 


INSTALLED IN ALL KINDS OF WALLS 


Solar Air-Flo windows may be 
installed in any and all kinds 
of wall construction. The unit 
comes assembled and ready to 
place, complete with all exte- 
rior trim. No precision work or 
special tools are needed. Win- 
dow frames and all sectional 
parts are precision-built of 
wood that has been treated for 
permanent protection against 
termites and water. 


GET NEW PLAN BOOK 


Shows attractive Solar-design homes, floor 
plans with original features. Only $1.00. 
Write today for this valuable guide. 


MAIL COUPON NOW! 


SOLAR AIR-FLO, INC., Dept. 909, Elkhart, Indiana 
O Send me free descriptive literature. | am O Dealer O Contrac- 
tor O Architect. O Send me Solar-design Plan Book. $1.00 enclosed. 


Name 






























Solar Air-Flo windows can be 
used effectively in homes and 
commercial buildings, for build- 
ing or remodeling. They com- 
bine beauty with utility. Learn 
more about these versatile 
units and their reasonable cost. 
Cash in on national advertising 
now appearing in leading maga- 
zines. Profit-wise dealers and 
builders will write NOW for 


specification data. 







Firm 





Address 


———= 





in I an 2a 





ee 
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NAILS can be used as immediate tie-in sales for tools, lumber, 
paint and many other items. Nails are packaged for quick con- 


TOOLS for the 
lawn, garden and 
home, provide an 
excellent opportu- 
nity for cash over- 
the-counter sales. 
The good - looking 
“Tools for Homes” 
exhibit shown at 
left, is found at the 


Best Lumber Co., 
Milwaukee, Wis. 


THE lawn and gar- 
den display, right, 
at the Albuquerque 
(N.M.) Lumber 
Co., is arranged so 
that the street side 
is just as effective 
for display pur- 
poses as the store 
side. 


sumer service at Ketchum Builders Supply Co., Salt Lake City. 


in the store layout and product dis- 
play for over-the-counter sales. 
Some of the things dealers are do- 
ing to cultivate women customers 
include the addition of at least one 
woman to the floor sales staff. Al- 
though women clerks are usually 
placed in charge of the wallpaper 
or gift department, more than one 
dealer has found that women fre- 
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BATHROOM 
accessories lead to 
many cash sales to 
customers inter- 
ested in home im- 
provement. T he 
extensive exhibit of 
accessories at left, 
is seen at the City 
Lumber Co. 
Bridgeport, Conn. 
The floor display 
of toilet seats was 
seen at Barker- 
Goldman - Lubin, 
Springfield, Il. 


quently develop into capable sales- 
people of general building mate- 
rials. 

One traffic innovation which 
many dealers have adopted since 
the war is the gift department. 
Although one is apt to think of 
gifts as a Christmas promotion 
feature, the many special holidays 
—hbirthdays, weddings, club parties 


The consumer counter at Currell Lumber Co., Tucumcari, N. M, 
is lined with nail bins. 


and similar occasions can make this 
department a profitable year-roun( 
venture. If anything, the art of 
shrewd buying is more important 
in this department than any other: 
as a magnet for women’s trade it 
is unsurpassed. 

Progressive dealers have pre 
vided other aids to encourage mort 
women shoppers. These include 
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GOLDBLATT MASON TOOLS 
a a Give YOU QUICKER TURNOVER 
wi 


MORE PROFITS 
Give Your Customers 





REPEAT CUSTOMERS 


FINEST QUALITY 
GREATER VALUE 
LONGER WEAR 








GRILLES 


Adjustable to fit 
every door. 


BRICKLAYERS’ AND 


PLASTERING 
STONE MASONS’ JOINTERS 


TROWEL 


— 3 


Many styles to 
choose from. 


No large stocks are nec- 
essary because all grilles 
are adjustable. 


Silhouettes are individu- 
ally cast, hand finished. 
Scrolls on silhouette 
grilles are 2” by 3/16”; 
-ethers are 14” by 14”. 
Will fit all sizes of screen 
| doors. Screws to frame and may be easily 
adjusted. 


Adjustable 
Window Guards 


1B Adjustable Window 
5B Guards will fit any win- 
dow, installed or removed ATTRACTIVE 


quickly with special key. DEALER DISCOUNTS 


Send for folder. 

Adjustable Goldblatt aoe direct 
one to dealers, is there- 
Railings fore able to offer 
You can fill orders from especially attractive 

stock and SAVE your cus- dealer discounts. 
tomers up to 200%. Use 
indoor or outdoor. Opens 
entirely new source of in- 
come for Hardware and 

Supply Houses. 


Write us for folders—all items. Goldblatt Tool Company 


1924 Walnut Street 


HAWKINS IRON CO INC KANSAS CITY 8, MISSOURI 


lude 3199North 4th St. Birmingham 4, Ala. 











Send TODAY for 


FREE 


ILLUSTRATED 
CATALOG 

















Write for your 1950 copy of 
Goldblatt’s illustrated cata- 
log describing the largest 
and most complete line of 
masonry tools and supplies. 





FIRST CHOICE OF THE TRADE FOR 65 YEARS 
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INDOOR and outdoor fireplace equipment with accessories for 
both types, are good year-round cash business. Outside and 
inside fireplace equipment and accessories are featured by the 


clean, clearly-marked women’s rest 
rooms and a comfortable, quiet 
corner where they can look over 
wallpaper samples and plan books 
for kitchens and new homes. 

Actually, it is possible to play 
up the women’s angle in most any 
building product. Dealers will find 
that the big colored ads used by 
building materials manufacturers 
in the consumer magazines are 
written to appeal to women. Since 
many building products are de- 
signed for feminine appeal, why 
not take advantage of this angle 
in your advertising and store dis- 
plays? A case in point is kitchen 
cabinet hardware which comes in 
a wide selection of bright colors. 
Women can be _ encouraged to 
change their cabinet hardware 
when they restyle and redecorate 
their kitchens. 


BUILT-IN CONVENIENCES 


Closet lining, closet hardware, 
and built-in conveniences like iron- 
ing boards, telephone shelves, book 
cases and china cabinets are addi- 
tional products in the dealer’s store 
that will attract the feminine eye. 
Women often like a set of light- 
weight tools for their exclusive use 
—an idea that will receive hearty 
endorsement from the male side of 
the family. 

Even such products as floor, wall 
and ceiling coverings can and 
should be displayed and promoted 
with the woman shopper in mind. 
Stop and think—how often do you 
see a picture of a kitchen or any 
room in the house for that matter 
—without a woman in it? 

Over-the-counter business is 
good business. It is usually a cash 
transaction completed on the spot; 
there is no servicing or installa- 
tion involved. There is no delivery 
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FiusH OOORS 


BARGAINS and 
specials are used 
by many dealers to 
draw over-the-coun- 
ter trade. Placard- 
ed signs emphasize 
daily specials avail- 
able in the lumber 
store of Gee Coal 
and Lumber Co. 
Chicago. An island 
of “specials” is fea- 
tured every week 
at Cowley’s Lum- 
ber & Hardware 
Co., Olathe, Kan. 
Wall display of 
bargain specials 
shown at right is 
maintained at the 
Clark Country 
Lumber Co, 
Springfield, Ohio. 


overhead. It is a type of business 
that will keep customers coming 
back time and again. It is par- 
ticularly important at a time like 
this when the dealer’s economic 
future is clouded by the interna- 
tional situation, when prices are 


Wille Coal and Material Service, Mt. Prospect, Ill. Photo of the 
indoor fireplace exhibit was taken at the Lewis Lumber Co. 


Asbury Park, N. J. 


rising and more and more home 
owners are doing work about the 
home themselves. 

It is the type of business thal 
every thoughtful, profit-consciov! 
dealer will want to develop in the 
months ahead. 
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Truly the Outstanding Door for R) wi t 6 h e€ | 


eommnandiaoe oni Prete | to ARM-GLAZE 


Biggest sash mills in the country have licked their 


“putty problems,” and they SAVE MONEY by using 
Arm-Glaze, the E-L-A-S-T-I-C Glazing Compound. 


It is perfectly smooth — can be applied fast. 


It sets immediately. You can ship AT ONCE without 
- ; fe ’ risk of complaints and costly reconditioning. 


- At last a door that requires no special paint job or 
extra equipment to make it different! ms 
Raynor Raised Panel Door offers door users beauty mf preferred by dealers everywhere. 
and individuality built right into the door! 


It gives you a BETTER finished product which is 


It stays E-L-A-S-T-I-C; won’t crack of crumble; pro- 


vides lasting protection for the user. 


Try this vastly superior product! Act today on our 
FREE Trial Offer! 


TYPICAL USERS OF Arm-Glaze \ c R E E 


Rockwell Mfg. Co... . 31/2 years | ¢ a pa DLE 


Chicago & Riverdale . .10 years 
Bosman & Casson .... 7 years aay ceed 


E. A. Nord Co. .....3 years 
% Raynor Raised Panels are machine routed from 1” Pacifi ID 
stock and built into the door sections at the factory! acific Mutual Door . . . 9 years Fe ae Oy em 


Arm-Gl . 
With wide selections of panel designs and patterns Spokane Sash & Door -7 years palin Raggy cco 
available, this door creates it’s own demand. ss Whittier Lumber ..... 5 years 





expense. Give it the 


**works.’" See for your- 


clusively. Write our 


nearest office for liberal- 


Owens-Parks Lumber . . . 4 years sized FREE sample. 


R Norwood Sash & Door 





‘oOR Raynor offers a complete 


oT line of wood sectional 
9 \, overhead doors. Write 
pee 
Gare for dealer and fran- 
Uy chise information. 


COMPANY 


4065 So. LaSalle St. 241 S. Post Ave. 2411 Swiss Ave. 
Chicago Detroit Dallas 
olalo MM aidalislolal> a @-lihiel dalle) 
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NEW PROFITS IN TOOL SALES 


TOOLS... 
a rapidly 
expanding 
market 



















Contractors, home owners ae 
and hobbyists offer terrific rik ld 2, i 


sales potential for aggres- ie dial 


sive dealers oehoieaiitilees pe es WS al 


THIS HOBBY SHOP for power tool en 
thusiasts is found at the Gee Lumber Co. 
Chicago, Ill. Store salesmen demonstrate 
proper use of tools. Different tools are 
displayed in the show windows in the 
foreground. 






















TOOLS FOR ALL PURPOSES is an ex 
cellent slogan for a building material 
merchant. The neat display at left, i: 
seen at the Capitol Lumber Co., Milwav 
kee, Wis. 










tools. The overall market is three 
fold: contractor, home owner ani 
hobbyist. 

The contractor is a relative new: 
comer as a tool customer for the 
lumber dealer—but a natural one. 
The small builder particularly, 
would prefer to rent rather thal 
buy a tool, and his materials sup 
plier is a natural source for such 
tools. Construction tools offer al- 
other opportunity to forge ! 
strong link in the dealer’s relé 
tionship with the contractor. His 
OME OWNERS and contrac- their expenses as low as_ pos- supply of good rental tools that are 

tors need tools as much as __ sible. Most home owners are not important to the contractor’s jo) 





















they need building materials. Con- equipped with adequate tools for is an added inducement to kee) 
sequently more and more building these jobs. the contractor coming back. 

materials dealers who are inter- Here lies an excellent market An increasing number of built 
ested in serving the contractor for the dealer who will take the ing materials merchants are recog: 






customer and providing complete time and trouble to show the nizing the importance of tht 
service for all their customers, are home owner how he can easily do contractor market for tools. (5 

















turning to tools. This is one de- not only the work around his sure and read the case _histor| 
partment which most dealers can property that needs doing, but stories on the following pages.) bt 
profitably expand. also home improvement work that the metropolitan areas, about 50% 

The need for tools especially by will make his home more liveable of the tool rental business is 
the home owner, is growing daily. and at the same time increase its builders, whereas in the smi 
With the military establishment value. This means an increased cities and towns a larger percell 


absorbing an increasing number market for tools which should be age is to home owners all 
of skilled mechanics, more home purchased from the local lumber farmers. 
owners than ever before will be dealer. The hobbyist represents tlt 
making their own repairs and These include tools for rent and fastest-growing market for todk 
doing maintenance work to keep for sale . . . both power and hand There are an estimated 3,000,0l! 
















hobby: 
engag’ 
numbe 
just a 
time 
this m 
more t 
shops 
and a 
vided 
materi 
hand { 
gifts ; 
start 

promot 
dealers 


Fil 
A’ 


c 
The r 
fast-c1 
for the 
a top- 
marke 
tile k 
}Olnt 
like f 
sid ng 
trouble. 
purche¢ 
Te 0) 
ness, 
Write 
















a 
150 September 9, 1950, AMERICAN LUMBERMAN & UILDIN 





:mal 
cent: 
ant 


né 


hobbyists in the United States 
engaged in woodworking, and the 
number is increasing. The season 
just ahead is the most profitable 
time of the year to capitalize on 
this market. Men will be spending 
more time in their basement hobby 
shops and they will need the tools 
and accessories that can be pro- 
vided by their nearest building 
materials dealer. Both power and 
hand tools make ideal Christmas 
gifts and it is not too early to 
start thinking about Christmas 
promotion of these lines. Many 
dealers use the Father’s Day, 


birthday and vacation themes in 
their newspaper display advertis- 
ing pushing tools. Note some of 
the newspaper advertising cover- 
ing tools in the following pages. 

The experience of one mail order 
house in the Chicago area proves 
the tremendous market for hobby 
tools. This concern sold 30,000 
eight-inch bench saws with motors 
over a 30-day period with the help 
of big display ads in the Chicago 
newspapers—a grand total of 1% 
million dollars worth of business! 

Elsewhere in this issue you will 
find the results of AMERICAN 


FINER FINISH SANDING 
AT A NEW LOW PRICE! 


NEW MODEL. 2000. 











ONLY 


$2450» 


WITH STEEL 
CARRYING CASE 
AND COMPLETE 
ACCESSORIES 


PREMEL ce SaNOR 


vi 


\ 
\\\WY 
AA 


(Patented) 


14400 3 - 
SANDING STROKES 
PER MINUTE 





DREMEL'S STRAIGHT-LINE RECIPROCATING ACTION 


SANDS WOODWORK © DOORS _ SIDING, ETC. 


LEAVES NO MARKS OR CROSS-GRAIN SCRATCHES 


new Dremel Model 2000 is a 
ast-cutting, finish sander. It offers 
or the first time in the building field, 
a top-quality electric sander at a re- 
markably low price. Truly a versa- 
tle performer, it sands dry-wall 
jOint, smooths plaster, puts a satin- 
like finish on doors, woodwork, 
ding, etc. Rugged construction, 
le-free design—plus low initial 
Purchase and operating cost mean 
Tec: profit possibilities for your busi- 


Write Today for Dealer Discounts 


ELectae 


DREMEL MANUFACTURING CO. 


PLASTER 





@Only Two Moving Parts—Never 
a Oiling—Uses 110-120 v. 


Down 
ire Op- 


® Easy to Use—No Bearin 
Continuous Use Doesn’t 
erator. 


® Weight Less than 5 lbs. a all 
Size, 31/p"° wide x 41/2" x 7" 


® Dust - Proof — Fool-Proof. 
Guaranteed. 


® 21 Square Inches of Sanding Sur- 
face. 


Fully 











2424 18th St., RACINE, WIS. 





REMEL EVERY BUILDER NEEDS... EVERY BUILDER CAN AFFORD 






ut A THE NEW DREMEL MODEL 2000 SANDER 
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LUMBERMAN’S comprehensive sur- 
vey of current selling practices by 
the retail dealer. Two of the 160- 
odd product questions covered tools. 
The survey results showed that 
52% of the nation’s building ma- 
terials dealers are merchandising 
hand tools and 31% are selling 
power tools, a substantial increase 
in both fields over a year ago. 
Barring another world war, 
tools will be available to supply 
this profitable tool market, a logi- 
cal market for the aggressive re- 
tail dealer to develop to the fullest 
extent. Why not examine your 
departments with a view to deter- 
mining how tools can play a more 
important role in developing new 
customers and holding old ones? 


NEAT TOOL DISPLAY 
ATTRACTS CUSTOMERS 





COMPLETE LINE of mechanics tools, 
attractively exhibited, is bound to catch 
the eye of both home owner and con- 
tractor visiting the Wille Coal & Material 
Service Store in Mt. Prospect, III. 


HOBBYIST FINDS 
RIGHT POWER TOOL 





HEAVY POWER TOOLS for the serious 
hobbyist and builder, and lighter power 
tools for factory, shop, home, laboratories 
and schools, are shown in this display at 
Hill-Behan’s north side Chicago store. 
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JOE MILBAUER, left, store manager at J. J. Jones Co., Mil- 
waukee, who has helped build up the tool department during 
his 32 years with the company. Ormond Zietlow, right, is the 
store’s purchasing agent for small tools. R. Carter Gether, tool 


hard-to-get tools. 


department head, was on vacation when this picture was taken. 


SS 


MECHANICS’ TOOLS as seen in this wall and island display 
include a number of unusual tools that builders need. The 
Jones company has established a reputation for supplying thes 


PORTABLE POWER TOOLS found just inside the store entrance, are becoming increasingly more popular with contractors. 


Tools for every job 


Actual demonstrations in Milwaukee dealer's shop show 
contractor how power tools can be used most effectively on 
the job; firm offers complete line of nationally-advertised 
power and hand fools for the builder and hobbyist 


OU CAN increase your sales 

of all types of tools—hand, 
power and rental—by recognizing 
the needs of your customers and 
supplying those needs. 

This rather obvious statement is 
overlooked by too many dealers 
who expect tools to sell themselves. 
One dealer who is acting on the 
policy that you boost sales by 
knowing the needs of your cus- 
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tomers and supplying those needs, 
is the J. J. Jones Co., Milwaukee. 

Although it has handled a lim- 
ited supply of carpenters’ tools for 
many years, it is Only within the 
last 10 years that it has entered 
the power tool picture. Today its 
hand and power tool department 
is fully equipped to meet the de- 
mands of both the contractor and 
hobbyist. 


Sales of electric power tools by 
this firm are expected to exceel 
$25,000 this year. This is how B. 
Carter Gether, head of the tod 
department, explains the firm’s sut: 
cess with power tools: 

“We believe our role in helping 
to provide the tools by which bet: 
ter work can be performed mor 
efficiently is appreciated. No higi 
pressure sales methods are used. 
No time payment plans are offered 
Credit is extended to those whit 


qualify, but every sale is mat§ 


with the express purpose of helt 
ing the customer in his work. 1 
carry out this policy, we have i! 
stock a complete line of accessorit 


which are so necessary to users 


power tools.” 

Most of the Jones company bis’ 
ness is contractor business in bot! 
tools and general building matt 
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WINDOW DISPLAY attracts tool-minded customers inside the 
store. Electric-lighted window sign is one of several point-of- 
sale aids furnished by the manufacturer. Floor exhibit of power 


| rials, but the homeowner and hob- 


byist are getting more attention 
than ever before. For example, the 
last line of power tools taken on by 
the firm offers complete lines for 
both hobbyist and contractor. And 
all of the major tools of this line, 
both light and heavy, are on the 
display floor at all times. 

For the contractor and builder, 
the Jones company goes one step 
further by demonstrating four of 
the heavy power tools right in its 
own large millwork shop. Not only 


matf: 2°€ these demonstrations powerful 


help 
kT 
ve il 


} Sales aids, but the skilled machin- 


ists can show the contractors and 

builders the right way to operate 

equipment in order to get the 
ut of it. 

Some 500 contractors are served 
by J. J. Jones Co., and each one 
se is kept informed by direct 
literature on new products 
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SHOP DEMONSTRATIONS of power tools have helped sell 


many of these tools to contractors. Norman Wing, assistant shop 


and services. In the case of tools, 
this information is supplemented 
by a wide variety of literature 
made available by the manufac- 
turer. This literature is distributed 
by mail and also placed near the 
tools inside the store. 

Many tools not ordinarily car- 
ried by either hardware stores or 
the average building materials 
dealer are found on the Jones’ 
shelves. But it is these out-of-the- 
ordinary tools that have given the 
firm a reputation among contract- 
ors as a source for the necessary, 
reliable tools for their respective 
jobs. 

Here are a few of these unusual 
tools and supplies found in the 
Jones store: masonry tools, rub- 
bing brakes for concrete, different 
sizes of sledge hammers, mason 
bags and tool boxes, small and large 
bench vises, soldering irons and 





foreman, is shown demonstrating a cut-off saw and a joiner. 
Narses Jendrzejezak is demonstrating a shaper. 





tools includes nearly every piece of machinery available from 
this. manufacturer. Customers are invited to see demonstrations 
of heavy equipment under actual working conditions. 


acetylene torches—including a 
small model torch for the man who 
does repair work around his place. 


Both the power and hand tools 
are nationally-advertised lines. Joe 
Milbauer, head of the builders’ 
hardware department and a Jones 
company employe for 32 years, is 
convinced that the nationally-adver- 
tised lines are the only ones that 
pay. 


“Your reputation with the cus- 
tomer is at stake,” says Joe. “You 
can’t afford to carry any tool that 
the manufacturer won’t stand back 
of. We know that if a certain tool 
isn’t right for any-reason we can 
return it without question. We like 
to stay with lines that have built 
and maintained their reputation.” 


Store visitors are immediately 
aware that the Jones company is 
tool-conscious in its merchandising 


153 





ore Kinc 


B Less Motor and 
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4020 N. Port Washington Rd. 
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TILT ARBOR 
SAW 


Wonderful gift 
for Dad—at a 
wonderful low 
price for so 
many big saw 
features! 


ments, too. 
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Give Dad a Mahl Drill 


A grand work-saving, 
time-saving tool for any 
man with a hobby or shop. 
Many wonderful te 


Jones company 


4020 N. PORT WASHINGTON AVE, 
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Models 
as Low as 


18 
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ADS like these ran three times weekly in the Milwaukee Jour- 


nal prior to Christmas. 


policies. One of the store’s two 
large display windows usually 
filled with power tools, and an 
electric-lighted sign in the window 
serves as an eye-catcher. Tools are 
the first major item that meet the 
customer’s eye upon entering the 
store. Almost in front of the en- 
trance is a big floor display and to 
the left is an island display of 
lighter tools—hand drills, sanders, 
etc. There is an ample supply of 
manufacturers’ literature near both 
displays. 


1S 


A large variety of hand tools is 
found on an indirectly-lighted wall 
display while smaller mechanics’ 
tools are affixed to floor islands. 
The overall impression is that 
every type of tool needed for the 
job can be found in this one store. 


Spring and fall are the best sea- 
sons to promote sales of tools to 
contractors, according to Mr. Mil- 
bauer, whereas fall and winter are 
the big seasons for hobbyists. 
Power tools are given powerful 


They moved so many tools that a sim- 
ilar newspaper campaign will be tried next December. 


newspaper advertising promotion 
for a month preceding Christmas. 
Two 2-column 2-inch ads featuring 
separate power tools were run 
simultaneously in the same news- 
paper three times weekly. These 
appeared in the special classified 
gift section which was _ spotted 
through the newspaper. These ads 
cost $17.36 per insertion, The re 
sults were so satisfactory that a 
similar campaign will be started 
again just prior to the Christmas 
season. 


Precision instruments are profitable sideline 


ABOUT 10 years ago, the A. R. 
Losh Co., building supply dealers 
in Albuquerque, N. M., discovered 
that local contractors were having 
a little trouble buying precision 
levels and transits. 

A. R. Losh, himself an engineer, 
recognized this opportunity. The 
war and postwar developments, in- 
cluding the establishment of re- 
gional headquarters for the U. S. 
Corps of Engineers, greatly in- 
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SERVICE MAN, 
left, rebuilding a 
level at the A. R. 
Losh Co. Behind 
him is an inventory 
of levels and tran- 
sits. More expen- 
sive instruments are 
kept in the store 
safe. 


ADS like this one 
in the Albuquerque 
engineering maga- 
zine have pulled 
business for A. R. 
Losh Co. 


creased the demand for engineering 
instruments. Consequently, Losh 
added surveying instruments to his 
line of general building materials. 

Sales of these instruments now 
average $1,000 monthly. The big- 
gest volume in a single item is in 
builders’ levels which sell for sev- 
eral hundred dollars each. The firm 
also repairs instruments, sells used 
instruments and also does some 
rental business in this field. 


September 


BRUNSON PRECISION 
Surveying Instruments 
Transits @ Levels @ Builders’ Level 
Hand Level 
One-Two-Three Section Level Rods 


A. R. LOSH CO. 


912 No. First St. Albuquerque 
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Products ‘ * r 
° ter rnd 
Band Sawn | HARDWARE 


Hardwoods Pere The NEW 600 Line 


e op a ae e Mounts in standard door 
frame! 


PREMIUM QUALITY ry, # Requires only 1” head 


room! 
OAS e Provides vertical adjust- 
BEECH GUM _, PINE , gai ment 


The most outstanding 


Spee seca Sse A A EE EK OS SK ES OS 


Flooring oe achievement in sliding doors 
- today! Now anyone can easily 
* — ae and quickly install a sliding 


door. Mounts in standard 


° oe ; door frame. Requires only 1” 
Pre-finished ~ mt head room! Made for 9," and 
. , 1¥3”" doors ... also for light 

Hardwood Flooring 4 = % abins da. eee 


e : = > NEW STERLING 
Fy GUIDE STRIPS 


Wrapped Trim \ Eliminate difficult and costly 


door grooving with new 


Mouldings. Casings. Base 5 Sterling Guide Strips! Made 
54 > : & ? si _ ' for doors of all widths. Quick 

in be. “ and easy to install. 
‘ . Here is the quick, easy way 
White & Red Oak to install by-passing doors. 
Red & Sap Gum No special millwork ... no 


notching or grooving ... no 
troublesome hanging. 


Arkansas Soft Pine 
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Yard Stock 


“SO” No. 840 No. 845 
¢ HANGER HANGER HANGER HANGER 


: For side mount- For top mount- For top mount- ideal for pocket 
5 ‘ " ing. Not ad- ing. Not ad- ing. Fully ad- doors. 
Our pine production is backed by a justable. justable. justable. 


forest management program provid- | @ For pocket doors. @ For single sliding doors. 
. @ For by-parting doors. @ For extra heavy doors. 
ing a perpetual timber supply. 





STERLING has the most complete line 

| of interior sliding door hardware on the 

e ce market. Hangers for light cabinet doors, 
for all types of wardrobe, closet and 

pocket doors and heavy duty hangers for 


E ’ extra heavy doors. Latches, Flush Pulls, 
Ee J CABINET Edge Pulis and all other accessories. 
P | he WRITE TODAY FOR YOUR ILLUS- 






TRATED CATALOG, 


Lumber Company 





Sterling Hardware Manufacturing Co. 


2345 Nelson Street, Chicago 18, Illinois 


WARREN, ARKANSAS 
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How to rent tools 
for profit 


If you can’t go to Cincinnati and talk with L. W. Schurgast, 
store manager, The Hyde Park Lumber Co., the next best thing 
is to read this article. Mr. Schurgast tells you what to do and 
what not to do in establishing and operating a money-making 
tool rental department 








BOUT THE BIGGEST rental The letter reads in part as fol- 
and sales agency for small lows: 
tools in the country is The Hyde “We have many times wondered 
Park Lumber Co. in Cincinnati. if you were fully conscious of the 


This phase of the firm’s business value of your experience in know- 
was started just prior to the last ing what the customer wants to 
war. Priorities and scarcity of ma- rent. We are finding that experi- 
terials held it down until the last ence more valuable to us every day. 
four years when it has shown an Generally speaking, when we rent 
amazing growth. a tool that you have recommended, 
This growth is the result of it does the job just as the customer 
careful operating policies. The tool wants it done. Consequently, he is 
rental department is operated as eager to rent other items or send 
a business, not as a sideline. That his friends to us. 
is one good reason why Store Man- “From our standpoint, we can 
ager L. W. Schurgast estimates feel confident that the tool will 
that this year the sale and rental stand up mechanically because you 
of tools will approximate $35,000. have thoroughly proven it before 
Another good reason for the suc- recommending it to us. May we 
cess of this department is revealed suggest that you stress these points 
in a letter received last month from when talking to prospective new- 
one of Hyde Park’s cooperating comers in the rental field?” 
customers which it had set up in Representing 15 manufacturers 
the tool rental business. of power tools, The Hyde Park 
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RENTAL DEPARTMENT of the Hyde 
Park Lumber Co., Cincinnati, showing 
many of the 100-odd tools and pieces of 
equipment available from this concern, 
Store Manager L. W. Schurgast, seen in 
the picture, has built this department into 
a $35,600 annual business. 


Lumber Co. has a_ good slogan, 
“You name the job, we have the 
tool.” The names of many of these 
manufacturers are listed in Hyde 
Park’s newspaper advertising. 

The firm has carefully studied 
why people rent tools and play up 
these reasons in their newspaper 
advertising. These reasons are: 1) 
To save time, cost and effort. 2) To 
do a better job. 3) For the unusual 
or occasional job. 4) While their 
tools are being repaired. 5) To 
select the proper model before buy- 
ing a new tool. 

More and more contractors and 
builders are renting tools. This is 
particularly true in the larger 
cities. Nevertheless, Hyde Park's 
tool rental and sales are still 50% 
with home owners and hobbyists 
and a good percentage of Hyde 
Park’s newspaper advertising space 
is a direct appeal to these groups. 
It sells as many hobby tools just 
before Christmas as it does the 
balance of the year. In addition, 
the firm rents tools to government 
agencies, hospitals, office buildings, 
real estate firms, industrial con- 
cerns, trucking companies, theaters 
and municipal accounts. 


TOOLS MUST BE FIRST-CLASS 

People who rent tools want them 
in first-class shape. To make sure 
they are in A-1 condition, Hyde 
Park keeps one man busy 18 hours 
per week repairing and condition- 
ing machines. The firm advertises 
its policy of renting tools for only 
100 working days, then selling 
them. Each tool is depreciated 
from one-fourth to one-half per- 
cent per rental day. Used tools are 
sold without any special advertis- 
ing. Nevertheless, few of the more 
than 100 rental tools maintained 
by the company are still in the 
store when the 100-day maximum 
rental stage is reached. 

About 8% of the rental is 
charged to service including oiling, 
greasing and minor repairs. Big 
repair jobs are done outside the 
store. Experience has shown that 
repair bills are kept down as long 
as the machines are relatively new. 
At the same time the renter is 
made to feel responsible for the 
tool he rents. A deposit of $1 to 
$25 is requested for each _ tool 
rented and there is a charge of $1 
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« 
That Sells on Sight! 
Consistently Advertised NATIONALLY 
ONLY 3925 Retail Price 
M5 NEW TOOLS, including both power and hand tools, are merchandised by this building 
of materials dealer. Fifteen major lines of tools are handled by this concern. Customers Model 625 
/ buy $1 worth of accessories for every rental dollar they spend, says Store Manager ‘ 
: Schurgast. Portable Electric 
e 
a. Hand Saw 
‘ to $3 if certain tools are returned As the result, more than 20 other a a ae 
at without being cleaned. These firms, many of them retail lumber Mae : 
- charges tend to keep the tools in dealers, have been set up in the ... with these big sales 
: better-than-average condition. tool rental oe ae —s let- and performance features! 
s A rental contract states the re- ter, previously quoted, was trom im 4 Weighs only 1042 pounds 
Pests : : ; am oni one of these dealers. Lae ; 0 ° 
n- sponsibility of the renter besides ee Pa) ~} Angular Adjustment 90° to 45 
Pema z aa pa This is how the new dealer goes eRe 
“g stipulating the rental rate of each : “phe : , Depth of Cut 0” to 244” 
' Pegi into the tool rental business with P 
tool taken out, its make, model and : Graduated Rinpina Guide 
2 : a a ‘ the assistance of The Hyde Park =) braduated Kipping bu 
number. Directions for proper pro- : ¥ | h 
; SS i : ; Lumber Co. He receives two or ! Plus many others 
tection of tools are also stated in th pongreves ith j vane It's desi 
. the agreement. All tools must be pote — f ng af a a. wee t's designed by experts for easy, fast, 
“ picked up and returned by the cus- cuak Oe -~ ¢" ie — y acae precision work, It has perfect balance 
. tomer during working hours. Each een tage ePaper for one-hand operation, plus plenty of 
‘S “mage . . at the end of the period and they : ; : 
1- tool is Chechen Hamemetely wpet almost invariably are, the Cincin- power. Streamline design with motor 
its return fot cleanliness and ; © ee diene to Weds t h + t 
18 Langhe 7 3 nati firm offers its complete ex- rive to Dilade through precision-cu 
oroken parts before the deposit is : ; : : ‘ 
y veteweiil perience in the field: which tools bronze helical gears. Air baffle clears 
: ee ee = rent, which — eas sawdust from line of cut. Safety guard 
| e sic r S 4 east maintenance, how to establis ‘ 
‘ hours with the overnight rate two- rental rates, sales prices on used keeps blade covered when ou — 
e thirds of the full 24-hour rate. The tools, instruction cards for each — automatic return. Complete with 6 % 
- charge for tools returned within tool based on the firm’s 10 years’ combination blade; 10-foot, rubber- 
e four hours is one-half the 24-hour experience in the field. And finally, covered, 3-wire (with ground wire) cord 
d rate plus 25c. (See complete sched- use of Hyde Park’s own rental and plug. Other types of blade avail- 
e ule of rates elsewhere in this ar- tools, insofar as they are available, able 
n ticle.) The week-end rental period for rental purposes. This means enti teneneaeeniaaile 
from Saturday morning until 10 that a lumber dealer can sell hun- easncaiann : . $625 
s a.m. Monday is the same as the dreds of dollars worth of acces- TE CEN hy AOND.-. aie 
, basic period. Customers must be sories to an industrial or municipal SEND TODAY. Get new 16-page me 
- told that the rental time is the time — account and secure the rental ma- | catalog with full information 
e the tool is in their possession, not chine—paint, sprayer, floor sander, on the complete line of fer) 
t the time the tool is in use. etc.—from The Hyde Park Lumber Pertabiie Beside Tests ter ; 
4 With at least one-third of its Co. In return, the dealer renting farm, home, and shop. — 
. rental tools being rented outside equipment from Hyde Park agrees 
S a i0-mile radius, The Hyde Park to give the firm its annual busi- (PET ene FLECTRIC TooLs INC 
v Lumber Co. two years ago decided ness in machines and accessories ic 
0 that it could promote its business in wholesale quantities —paint _ — eee es —" 
y sill further by establishing other — brushes, floor wax, etc. : =: ~~ — — — 
1 companies in the tool rental field. The firms which Mr. Schurgast oe oe a 
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OFFER YOUR CUSTOMERS 
MENGEL WALL CLOSETS— 
























































































the carty-to-sell answer 
to the storage problem! 


Prefabricated Mengel Wall Closets solve one of the most difficult 
problems in modern residential construction — how to provide adequate 
closet space for the entire family, without using too much costly floor 
space. You can offer your customers a service and at the same time in- 
crease your unit sales by promoting Mengel Wall Closets, because they 
provide all these advantages for both new construction and remodeling: 
































@ Prefabricated construction @ Units may be combined to 



































and scientific design require form a partition between 

25-40°/, less floor space than rooms 

conventional wood-stud 

closets @ Wide variety of sizes and 
@ Sliding doors float on ball- models * + * prime-coated 

bearing hangers . . . save for painting, or in Birch for 

living area outside the closet beautiful natural finish | 











@ Flexible interiors . . . ad- © Closets shipped knocked- 
justable shelves, rods and down with all parts fabri- 
drawers are easily rearranged cated—require a minimum of 


to meet changing needs costly hand labor on the job 


























@ Top compartments utilize 
space that is ordinarily @ A "complete package" with 
wasted . . . ideal for semi- all hardware included .. . 
permanent storage no extra materials to buy 




















Get all the facts about Mengel Wall Closets, today/ 











Cabinet Division THE MENGEL COMPANY Loaceudlle 1, Ky. 














has set up in the tool rental busi- 
ness are necessarily in the Cin- 
cinnati area. He does, however, 
offer limited advice and assistance 
to dealers further away. 








Operating a Tool Rental Business 


QUESTIONS AND ANSWERS 


By L. W. Schurgast, Store Manager 


The Hyde Park Lumber Co. 
Cincinnati, Ohio 


Q. Which tools do you rent most 
frequently ? 


A. The location of the agency is 
important in answering this question. 
In the larger cities and towns, hand 
sanders of, all types, belt—disc—re- 
ciprocating — wall paper steamers, 
paint sprays, saws and_ electrical 
hammers played a leading role, while 
in small towns and rural areas, power 
saws, electric drills, chain saws and 
floor sanders come first, also some 
paint spray equipment. We really lack 
experience as to what can be done 
in rural areas because to the best of 
our knowledge no rental agency in a 
small town has as yet tried to rent 
such items as chain hoists, pipe 
equipment, fence stretchers, house 
jacks, ladders, post hole diggers, ete. 


Q. What percentage of rentals goes 
to contractors and industry and what 
to home owners and farmers? 


A. There is no standard answer to 
this question, but again the location 
of the rental agency plays a major 
role in this. In Cincinnati we orig- 
inally had about two-thirds home 
owners and hobbyists as_ renters, 
while in the past few years more 
contractors and industrial concerns 
rented our tools, so that by now they 
are about 50-50. The reports we get 
from smaller towns, such as Spring- 
field and Mansfield, Ohio, and Cedar 
Rapids, Iowa, indicate that the over- 
whelming percentage of rentals in 
that area is to home owners and 
hobbyists. One interesting figure is 
that two-thirds of all rentals go to 
renters within a 10-mile radius, while 
about one-third goes further away. 
The latter figure is rather remark- 
able. In small-town rental depart- 
ments the farmer, of course, plays an 
important and even a dominating role. 


Q. How about upkeep and obso- 
lescence? 


A. The main point to keep in mind 
in running a successful tool rental de- 
partment is to avoid an accumulation 
of run-down equipment. When people 
know that they always rent prac- 
tically new equipment from you, this 
knowledge will spread and overcome 
the rooted prejudice that rental tools 
are old, rebuilt tools. Our formula to 
avoid this pitfall is to carry a loose- 
leaf record on every rental tool and 
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BROOKS-SCANLON. INC. 


Manufacturers of Deschutes (Ponderosa) Pine and West Coast Fir 
Bend. Oregon 





°°cin the heart of the 
Ponderosa Pine 
Country”’ 






























































































SCOTT LUMBER COMPANY, INC. 









BURNEY, Shasta Co., CALIFORNIA 


A view of Scott Lumber 
Company, Inc., in the 
foreground looking out 
toward Mt. Burney to the 
left and Magee Peak to 
the right. The size of our 
mill, which annually pro- 
duces 45 million feet of 
lumber, gives a_ graphic 
idea of the very large 
amount of virgin Sugar 
and Ponderosa Pine, In- 
cense Cedar, Douglas Fir 
growing on these and 
other slopes in the Bur- 
ney Basin. Our Timber- 
lands were dedicated as: 
Another Certified West- 
ern Pine Tree Farm, on 
June 27, 1947. 


We are steadily working 
towards making our Com- 
pany the center of a 
Sustained Yield Unit. 


All of our stock is mer- 
chandised strictly through 
Wholesalers. 
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to depreciate each tool between, say 
one-half and one-fourth of one per- 
cent per rental day. Our renters are 
told about this and our rental tools 
are sold without any special adver- 
tising simply by answering the ques- 
tion “What will it cost me if I keep 
this tool?” This point has had the 
following results. Of the more than 
100 rental tools we have, very few 
ever reach the 100-day rental stage. 


Q. What about new developments? 


A. Some new tools are on the mar- 
ket today, which will gradually de- 
velop into first-class renters, such as 
the instrument which shoots fasteners 
into concrete, masonry or steel, or 
even through steel into concrete. This 
tool has wide application, both for 
contractors and home owners, start- 
ing from the lowly task of putting 
a hook for a clothes line into a con- 
crete wall to the fastening of furring 


tion work, sewer rods, cement grind- 
ers, etc. 


Q. What volume of business does 
a tool rental department produce? 


A. The size of the town holds the 
answer to this question. Our experi- 
ence has been that in towns of about 
500,000 population, Cincinnati, In- 
dianapolis, etc., pure rentals on an 
investment of about $8,000 in ma- 
chines will run about $20,000 per 
year. To this figure you can add an- 
other $20,000 for accessories and 
other items sold in connection with 
tool rentals which you would not sell 
if you did not have the tools. And, 
finally, there is the sale of new and 
used tools which so far this year 
—an outstandingly good year—has 
amounted to better than one power 
tool sale per business day. Unless a 
recession occurs, this figure should 
amount to about $35,000 this year. 

These various answers are based 


strips for 
Then there are rug 
chines, linoleum 
cleaners for 


shredders, 


furnace and 





Tool rental schedule 


remodeling basements. 
shampoo ma- 
vacuum 
refrigera- 


on our own experiences and those in 


other 


kansas, 


cities. 


(A new piece of literature listing power tools for rent 


and sale by Hyde Park Lumber Co.) 


AIR COMPRESSOR (Only) 
4 Cyl. Pressure Queen 
Vy HP Eclipse 
| HP Eclipse 
5 HP Eclipse ... 
BLOWER—Electric 
BLOW TORCH—Gasoline 
With 7 lbs. of gas. . 
tBONDEX SPRAYER--Hand 
CARPET CLEANING MACHINE 
Clarke or Small Holt 
Large Holt (No VAC) ' 
Large Holt (With VAC)... 
CAULKING GUN . : 
CEMENT FLOAT—Vibrating 
CEMENT FLOOR GRINDER— 
See Floor Machines 
CHAIN OR CABLE HOIST 
CHAIN SAWS—36" Gas 
18° Electric . 
CLAMPS—Glue Pair .. 
DOOR MORTISER ... 
DRILLS—Electric Up to wh 


Ya" 
DROP CLOTHS | : 
EDGERS—6" ...,.. 1. With Corner 
ee { Scraper 
EXTENSION CORDS—5O #t. 
100 ft. 
FENCE STRETCHER | 
FLOOR MACHINES (Polishers— 
Scrubbers—Grinders) 
Regina ... 
Clarke 12" 
Holt 16” .. 
FLOOR SANDERS—See Sanders 
FURNACE CLEANER . 
GAS TANK EQUIPMENT— 
With 7 Ibs. of gas. 
With 5° hose 
With 50° hose 
GENERATOR—(! K V A) 
HAMMERS (Electric) with one drill 
MK Syntron 
No. 16 Syntron 
No. 22 Syntron 
No. 25 Syntron 
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DEP. 


$ 5.00 
10.00 
15.00 
25.00 
10.00 

5.00 


. 10.00 


10.00 


20.00 
20.00 
30.90 

3.00 
20.00 


10.00 
50.00 
35.00 
10.00 
15.00 
10.00 


- 15.00 


5.00 
10.00 
15.00 

5.00 


. 10.00 


4.00 


. 10.00 


10.00 
20.00 


20.00 


10.00 
15.00 
20.00 


10.00 
15.00 
15.00 
15.00 


People 
parts of the country, 
Iowa and South Carolina 


from various 
some from Ar- 


have come to Cincinnati to study our 
Tool Rental Department and have 
stayed from three days to a week, 
There is a great deal to be learned 
about tool rentals, such as deprecia- 
tion, handling of repairs, sharpening 
and maintenance of accessories 


proper procedure for each tool in 
renting it out and in taking it back 
in, rental contracts, deposits, insur- 
ance, delivery, establishing rental 
rates, what to look for in a rental 
tool, ete. 


Finally there is the question: “How 
do you best advertise a tool rental 
department?” 

Of the 20 odd companies which we 
started in the tool rental field, some 
in smaller towns rely entirely on 
postcards and handbills. In the larger 
towns, newspaper advertising seems 
to produce the best results. News- 
paper advertising should be supported 
occasionally by a well-advertised open 
house display. Last November about 
400 people attended our tool display, 
although no prizes, no entertainment 
or the like were offered. It was han- 
dled on a strictly business basis. 





DEP. 24HR. 4HR. 
No. 25 R O Syntron 20.00 8.00 5.00 
Gasoline Syntron .. 20.00 10.00 6.00 
HAND TRUCK—(RAFN) -... 10,00 2.00 1.25 
HEAT LAMP—Paint Remover . 5.00 0.50 0.50 
HEDGE SHEARS—Electric _ 15.00 2.50 1.50 
24HR. 4 HR. HOUSE JACKS—(I to 4)... ea. 2.00 1.00 1.50 
JACK FLAT—(Board Lifter) 10.00 2.50 1.50 
3.00 1.75 LADDERS—Step 8 ft... - 5.00 0.50 —0.50 
4.00 2.25 Alum. Ext. 24° ..... - 10.00 1.00 1.00 
6.00 3.25 Alum. Ext. 30° to 40° 10.00 = 2.00 1.50 
15.00 8.00 LADDER JACKS 
2.00 1.25 With toothpick ......... -.... 5.00 1.00 1.00 
0.50 0.50 LINOLEUM ROLLER .................. 5.00 1.00 0.75 
2.00 1.25 PAINT MIXER—(5 Gal.). .. 5.00 1.00 1.00 
1.00 1.00 PAINT te Sprayers) 
PIPE CUTTER ..... one 5.00 0.75 0.50 
8.00 4.50 PIPE THREADER—!/," to |" -..... 10,00 1.00 0.75 
6.50 3.50 PIPE THREADER—I" to 2" 2 . 10.00 1.50 1.00 
11.50 6.50 PIPE VISE AND STAND - 10.00 1.00 0.75 
0.10 0.10 PIPE WRENCH—1I4”" _.. 2.00 0.50 0.50 
2.50 1.50 eter DME fy Sn, i 0.50 0.50 
— BREE LIA — 1.00 0.75 
a WORKING EQUIPMENT 
1.50 1.00 BP Scene cones _. 20.00 2.00 1.50 
15.00 9.50 1 pe RE RST a heen 20.00 2.50 1.75 
9.00 6.50 lincledes vise, stand, cutter, dies, wrench) 
1.00 1.00 PLANE—(Elect.)—Door .... 10.00 4.00 2.50 
4.00 2.25 (Elect.) Surf. ......... - 10.00 4.00 2.50 
1.50 1.00 POLISHER—Automobile ey 5.00 1.50 1.00 
2.50 1.50 (Also see floor machines) 
0.50 0.50 POST HOLE DIGGER .... 3.00 0.50 0.50 
3.00 1.75 RAMSET—Large oes - 10.00 4.00 2.50 
4.00 2.25 Plus 50 cents per shot 
0.50 0.50 RAMSET—Small ...... ut ——— | 2.00 1.50 
1.00 0.75 Plus 30 cents per shot 
1.00 0.75 SANDBLAST EQUIPMENT .. 10.00 3.00 1.75 
Compressor extra 
SANDERS—Floor 8" light... _. 15.00 5.00 2.75 
2.00 1.25 vier, © MOONY. .......5;. . 20.00 8.00 4.25 
2.50 1.50 Prof. 10" heavy....... .. 25.00 10.00 5.50 
5.00 2.75 Prof. 12" heavy. . aap .. 25.00 10.00 5.50 
Comb. Steelwooler nee . 15.00 5.00 2.75 
5.00 2.75 SANDERS—Belt A-2 (2x21). -.... 10,00 1.50 1.00 
AS tee ............ Tee .. 10,00 2.50 1.50 
R06 fee?) .........................0 3.50 2.00 
1.50 1.00  ~>_ eas — 3.50 2.00 
2.00 1.50 (Belts extra on above items) 
6.00 4.00 SANDERS—Dise. 5I/," 8.00 1.50 1.00 
eo an avin, 10.00 2.00 1.25 
4.00 2.75 ‘was Brush available as extra 
5.00 3.25 SANDERS—Reciproc. 
6.00 3.75 Sterling or Easy . 10.00 3.00 1.75 
7.00 4.25 Dremel 5.00 1.00 0.75 
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There's a “GOOD DEAL" 
OF REASON TO SELL 
AND INSTALL the... 


HUDEE (deci 


Th GV SYSTEM 


pot 244074) 


hs G REASONS 


WHY HUDEE IS YOUR NEW PROFIT-MAKER 


1. Patented installation makes completely self-sealing unit. 
2. A sink rim that is 100% watertight — 100% sanitary. 
3. Easy to install —no rabbeting, scribing or special tools. 
4. A great leader for sink top, sink cabinet installations. 


5. Hudee “‘sales advantages’’ make your selling job easier. 


6. Installed with equal efficiency in-the-shop or on-the-job. 
7. You confidently guarantee every installation with Hudee. 
8. All sizes fer flat rim sinks with round or square corners. 
9. Used with any top-covering — linoleum, rubber, plastic. 


10. Installed after all top-covering material is applied, bow! may 
be removed at any time without damage to top-covering. 


Cross-section shows how the sink top 
covering, sink frame, and sink bowl 
are efficiently combined to make a 
self-sealing unit. Interlocking lug and 
frame serve as sink hanger. Tighten- 
ing screw forces bowl securely under 
the inside flange of frame and pulls 
outside flange tightly over the sink 
top covering, 





DISTRIBUTORS IN ALL TRADING AREAS 
For complete details see Sweets Architectural File, No. 24a-20 
or write today to 


UWebiks ESeleh aud Gor 


MANUFACTURERS AND DISTRIBUTORS 
225 \/EST HUBBARD ST. e CHICAGO 10, ILLINOIS 
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earns a 
premium price 
in our locality” 


says L. M. Hurley 
Hurley Lumber Company 
Denver, Colorado 


“Texoak Flooring is the fasting selling flooring 
we’ve ever handled in our four years of selling in 
the Denver area,” says Mr. Hurley. “Sales were so 
amazingly high that we decided to ask a few of 
our customers why they preferred Texoak over 
other brands of flooring. Our customers said: 

‘Texoak has eye appeal’ 

“It’s accurately machined’ 

‘Texoak quality is uniformly high’ 
‘Texoak LAYS straight, STAYS straight’ 

“Our yard gets prompt service from Texoak 
Flooring Company no matter what our flooring 
needs. Texoak folks know how to make beautiful, 
lasting flooring that earns a premium price in our 
locality!” 


TEXOAK FLOORING 


Texoak tongued and grooved 
flooring sells because of its 
beauty, because it’s precision 
machined, because it lays 
straight, and stays straight. . 


TEXOAK STAIR TREADS 


Lasting, beautiful warp-proof 
Texoak stair treads and risers 
are of top quality Texas oak. 

_ Customers will like the rich 
texture of the wood. 


TEXOAK THRESHOLDS 


Scientifically kiln dried and 
* machined to a beautiful fin- 
ish, Texoak thresholds are 
made under the same speci- 
fications as Texoak flooring. 


NEW FREE KIT 


TO LUMBER 
DEALERS ONLY 


Called the Texoak Flooring Sales 
Maker, this kit contains enough new 
ideas in flooring merchandising to 
DOUBLE your flooring sales — if you 
put the ideas to work. It’s a complete 
dealer advertising program custom- 
made to help you boost flooring 
profits. It’s absolutely free — to lumber dealers only. No 
obligation. Send for your Sales Maker Kit today! 























® £/0ORING COMPANY 


CROCKETT, TEXAS 


Rush a your new TEXOAK FLOORING SALES MAKER 
KIT of tested advertising ideas. | am a lumber dealer. 






NAME 





ADDRESS 
CITY 












ZONE STATE 
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THE HYDE PARK LUMBER CO. 
RENTAL AGREEMENT 


NAME —_ Tel. No. 


EAst 0787 


ADDRESS Driver's License No. 
has received for rental purposes, and in good working order: 


r Make Model No. 
(Note 1) 
iger Make Model 
(Note 1—Use No Pressure) 
Make Model 
(Note 1—Use No Pressure) 
Sterling Sander Make Model 


(Don't Remove Side Plates 
Dise Sander Make Model 


Floor Polisher Make Model 


Saw Make Model 
(Note 2) 

Hammer Make Model 
(Note 3) 

Drill Make Model 


Wall Paper Steamer Make Model 


Paint Compressor Make Model 
(Note 4) 

Gun—Tank— sugeator Make Model 
(Note 

Bondex H. Mand. Sprayer Make Mode! 
(Note 4) 


naAAAHRH HAHAH HAHAHAHAHA A 


LIST OF ACCESSORIES 


from The HYDE PARK LUMBER COMPANY, North End of ft BURCH AVE., CINCINNATI, OHIO, and 
agrees to pay for any damage incurred through carel gligi in operating above machine. 
DATE RECEIVED een Geten te 
DATE RETURNED..:........... . CLERK Checking In.... 
AMOUNT DEPOSIT $...................... Signed J 
NOTE 1: For floor sanders use 30 amp. fuses. Set surface nails. Remove all obstacles. On all sanders with dust bags 
empty bags whenever half full. See that belts rotate with arrow on belt sanders. 
NOTE 2: Never use with dull blade or when safety guard does not work. 
NOTE 3: Place three or four drops of oil in barrel every 20 minutes. 


NOTE 4: ee SES oe Se See, Ge Cate or SAS kno cleaned immediately after use. 
Aa cleric for Cleaning in jon. Strain your paint. Parts charge of $10.00 if Bondex Hand yers are 








spear cutter, blow torch, door . Plane, five are paint mixer, paint, putty remover, 
—, light scaffolds, insulation blower, Ae nnbarre§ vacuum, ~~ Lge jpoo machine, light concrete grinder, 
jacks, chain saw, post hole digger, hedge shears, screw driv: 


NOTE: Never Uso Light Extension Cords 


All tools must be picked up and delivered back by the customer during store working hours. 
POSITIVELY NO Delivery or Pick-Up by our trucks. 








RENTAL AGREEMENT protects the customer and the com- 


pany, makes record-keeping easier. Hints on maintenance and 
use, for benefit of the customer, are listed in the footnotes. 


NEWSPAPER ADVERTISING is used to promote both sale 
and rental of tools to both homeowners and contractors. The 


ad offers to help lumber dealers (in the Cincinnati area) estab- 


lish a tool rental department. Open-house promotions have 
attracted a large attendance. 


DEP. 24 HR. 
SAW—Electric 6" ere 10.00 2.50 
Yo" “eR, 15.00 3.50 
.. 15.00 3.50 
. 20.00 5.00 
See also TRISAW 
SCAFFOLD JACKS 
With toothpick re 5.00 1.00 
SCREW DRIVER—Electric ..... ss 1.50 
SCRUBBER—(See floor machines) 
SEWER ROD—Large ........ woe... 10.00 4.00 
ine coteliaene Bt 9 dean ee 2.00 
SHINGLE CUTTERS .. 10.00 1.00 
SOLDERING IRON 
Quick Shot cd Bene daw doeiner ee 0.50 
*SPRAYERS—Spray Gat................ 5.00 1.50 
Y4 HP with cup gun......... .... 10.00 2.50 
1/3 HP with cup gun ise. 3.50 
Pressure Queen, with cup gun........- 15.00 4.00 
Pressure Queen, with 2 gallon tank. . 20.00 5.00 
Eclipse ', HP (Bondex) ............. 20.00 6.00 
Eclipse | HP with 5 gal. tank........ 25.00 10.00 
Eclipse 5 HP with 10 tel tank . 50.00 20.00 
Pressure Roller ...... . 20.00 4.00 
Spray Guns only.... . 5.00 1.00 
tBondex Hand Sprayer . 10.00 1.00 
STAPLERS—Hand ... .. 5.00 0.50 
Hammer ... . 5.00 0.50 
STEELWOOLERS—See Sanders 
TIN SNIPS .. vevviusve> ae 0.50 
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ORRENT SANE Time! HYDE PARK] 
rere AOOLS” SAVE WORK! p 
a tl Sale SAVE MONEY! with Fs T. 
MAKE HARD JOBS EASIER WE HAVE RENTED TOOLS TO 
MAKE EXPENSIVE JOBS CHEAPER at ips eh le ea 
MAKE LONG JOBS SHORTER 
HELP YOU TO “DO IT YOURSELF” 





WYOE PARK LUMBER 
RENTS AWO SELLS 


Electric Sanders Floor 
Edgers 


For FLOORS Machines 


lente! poo rugs ond carpets 
gy) $5.00, $8.00 and 

\ $10.00 per aay Also Industrial 
aR roctrs 
$3.00 and 54.00 Vacuume 





WE RENT NEW PROFESS! 
builds—n sundee= 


wap 


~— YPE TO sexe! No re 
' 


em Uso. 








For WOOD hie 
Reciprocating Sanders J . eed 


> |. Atwood Perrine 
4 Lumber Co. 


Rental 


$2.50 te $5.00 $3.00 per day 





HYDE PARK LUMBER Our Standard Rentel Terms apply to # 
was WEW TOOLS For The 


im STOCK FROM HOBBY SHOP Special half-day, overnight, week end, weetly 
All Rental Took must be picked wy returned . Wright Bach- 
man Co. 
during working h No Deliveres—No Pickups. Indianapobs, Ind 
— © PATTERNS 


ea Paint Sprayers For PAINTING Wall Paper 
coGeciwOiven and GENERAL CLEANING = STAM" 


pie Park Lu psclgeci 





PORTER CARLE MACHINE £8. © HOBRY SHOP LUMBER 
acne, 


© PLANS 





CorcrmmaT: ELECTRIC Toot ce. 
Cincinnati. 0. 





maLL TOOL Ce. 6° Work Bench KD_ 29.95 
—_—- Tool Cabinet 4.20 








sremaenn vem snanenes 0 REFINISHING 
TOOLS 

Oeanrene wachimE Tem Ce. 

Cincianar, 0 

‘CLL TA MAmUFACTURING CO. 
Mitwoster = N 

MLECTRNG SPRATIT Co. . Aiseirrsiny bor hobby fan! 

Shedertan, Wis Economy-Priced 


CAMPRELL HAUSFELD C8 HOMECRAFT 
Marines, 6 


Other Tools and 
Accessories 


a” ani '/, 
$1.50 
%" $2.50 














FOR TREES OR LOGS 


18" Mall Electric Chain Sew 
36” Mall Gasoline Chain Sew 











are interested m a tool rental depart 
Ip you 














DEP. 24 HR. 
2.50 


3.00 

Big 5.00 
WALLPAPER STEAMER : 3.00 
With gas tank and 7 lbs. gas J 4.00 


WALLPAPER TOOLS ’ 1.50 


WAX APPLICATORS j 0.50 
With polisher ae 0.25 


WELDING EQUIPMENT—Light 
Prices on request 


WIRE BRUSH—Electric—See Sanders, Disc. 


WRECKING BAR 

NOTE NOTE 
Week-end rate—10:30 A.M. Saturday to 10:30 
A.M. ‘Monday 
Weekly rate 
Monthly rate 
Overnite rate 
All tools must be picked up and returned by renter during stor 
working hours. 
Deposits must be made in cash—no checks accepted. 
All items marked * must be returned in clean condition. A cleat 
ing charge of from $1.00 to $3.00 will be made if gun, nozzle, hose 
tank are not thoroughly cleaned. Ask clerk for cleaning instruc 
tions. 
tBondex Sprayers must be returned "Open" or a $10.00 part 
charge applies. 
A 3% Ohio Sales Tax has to be charged on all rentals. 
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For Top 
QUALITY 


lin HARDWOOD FLOORING 





HEATHER BRAND 
oy NG a mele) ai, fe 








- : 
OREGON } 
~~, IDAHO i 
é NEVADA H 
Me 








ot 
= In MIXED CARS with 
“| KILN DRIED... 

| Finish, Boards, Dimensions 
- Ceiling, Siding 
+ Modern facilities plus good lumber assure every 

} user of Scotch Lumber of Top Quality. Inquiries 
} about your needs in Southern Pine and Hardwood 
1.75 given immediate attention. 
2.25 Be 
1.00 
02 §] | For SOUTHERN PINE 

For SOUTHERN HARDWOOD 

0.50 i 
‘| SCOTCH 
days 
: 
ay 
“t| LUMBER COMPANY 
all FULTON, ALABAMA 
struc: 
il MIXED CARS A SPECIALTY 
: & MP UILD NG Propucts MERCHANDISER 





Incense Cedar, as produced by member mills 


of the Western Pine Asssociation, is one of 
the most decay-resistant wood species found 
in America. Its light weight and easy work- 
ability lead to worth-while economies in con- 
struction work. 

The uses of Incense Cedar range from sid- 
ing to pencils. Its pleasant fragrance makes it 
a most popular closet-lining. It may be painted 
and stained in any color or finish desired. It 
is available in a wide range of paneling pat- 
terns to fit any architectural need. 


For more information about Incense 


Cedar, send for free illustrated Facts 
Folder. Address 


WESTERN PINE ASSOCIATION 
Yeon Building + Portland 4, Oregon 


THESE ARE THE | Idaho White Pine, 

WESTERN PINES | Ponderosa Pine, Sugar Pine 

THESE ARE THE | Larch, Douglas Fir, White 

ASSOCIATED | Fir, Engelmann Spruce, 
woops | Incense Cedar, Red Cedar, 
Lodgepole Pine. 
WOODS FROM | THE WESTERN PINE REGION 
| : don * gl 





WELL MANUFACTURED ‘ 


3 ; UTAH; COLORADO q 
\ poe THOROUGHLY SEASONED 
CALIFORNIA Sj H 
Panton} NEW MEXICO 


CAREFULLY GRADED ” 


at. 
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Keep Pace With Your 
CUSTOMERS’ NEEDS 
































the demand : for 


BETTER QUALITY 


TILE BOARD 


Your customers want beauty, 

durability, longer wear and | 
that’s what they get when you } | 
sell Wal-lite Tile Board Pan- | | 
els. Selling “up on quality” 
instead of “down. to price” 
results in greater customer sat- 








isfaction and more profits for 
you. Sell Wal-lite and you sell 
the best. 



















et cet ahcemeiiaecanicat- sammie eR a ee 
SES eae ee i se 
* - Same ee? % : ss 






SEE YOUR , 
JOBBER ‘ 


Manufacturing Company 
10th & Fayette, N. Kansas City, M 
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Improved Fletcher Glass 
Cutting Machine 


Like the former model, the new 
and improved Fletcher Automatic 
Glass Cutting Machine is made in 
two sizes to cut glass up to 36” and 
18” respectively. The cutting head, 
which is fully equipped with double 
row and linear ball bearings, ‘trav- 
els on two chromium-plated solid 
steel bars. The straight edge on 
which the glass rests is metal and 
will not wear from the sliding glass. 
It is controlled by a vernier ad- 





justing mechanism to maintain ab- 
solutely square cuts. The full 
length metal scales, both horizontal 
and vertical, are also adjustable to 
allow for any variance that might 
occur. The Fletcher machine actu- 
ally performs the cutting of the 
glass under uniform correct pres- 
sure. The pressure is also adjust- 
able to the desired tension, and the 
breaking device has been improved 
and strengthened. A new color 
scheme, ivory and green, has been 
adopted to harmonize with any 
store interior. Write The Fletcher- 
Terry Company, Dept. AL, 445 
South St., Forestville, Conn. 


Prefabricated Wood Wall 
Closets 


Compartments and the special 
adjustable shelves of the Mengel 
wall closet make the interior com- 
pletely adaptable to _ individual 
needs, while sliding doors permit 
full utilization of floor space. 
Shelves can be arranged for effi- 
cient storage of hats, gloves, 
purses, etc., with space for hanging 
jackets and other short garments 
on one side, and adequate space 
for full-length garments on the 
other side. Mengel wall closets can 
be used for single or two-closet 
installations. They can also be used 
to form a complete section of wall 
with the plastered surface between 
closets serving as the back of a 
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third closet opening on the othele 
side of the wall. Mengel wall clo 
ets are shipped  knocked-dowffl 
They are individually packed wit! 
all hardware included, ready fy 
quick assembly. The closets an 
available with exposed surfaces ij 
birch for finishing natural wo 
or with prime coat of paint fw 
finish painting on job. For & 
scriptive literature write Ty 
Mengel Company, Cabinet Divisio 
Dept. AL, Louisville 1, Ky. 


Firpine Packaged Window 
and Door Trim 


Trim-Kit—“as smooth as the 
lence of the forest”—is the pac 
aged window and door trim nm 
being manufactured by _ Firpiv 
Products Co. Made of clear, soft 
textured Ponderosa Pine, it 
packaged so that horizontal mer 





bers are in one package and vert 
cal members are in another. Th 
manufacturer says that Trim-k 
is a real money and time saver 
it saves handling and _ inventor 
costs, also eliminates waste b 
cause no cutting is  necessat! 
Trim-Kit is accurately machined ' 
assure precision fit and smooth fit 
ish. Heavy-paper wrapped, it staj 
bright and clean. Homeowners @ 
erywhere can use Trim-Kit becali 
it’s designed to fit with any ty 
of architecture. For complete } 
formation, write Firpine Produé 
Co., Dept. AL, P.O. Box 188, @ 
wego, Ore. 
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FIFE: 


TRINITY WHITE 
Portland Cement 


S227: 


=<; 
r. -} 
| 


Your customers will appreciate Trinity, the whitest white cement. 
Gives uniformly excellent results. Widely advertised to architects 


and users tor years. Used in volume in architectural concrete 





units, terrazzo, stucco, paint, etc. Other uses include light 


reflecting floors, ornamental work, tile setting, etc. 


Othe ti j 
clo! Trinity is a true portland cement and meets Federal and 
low ; ASTM specifications. Carry it in stock. Trinity Division, 
Wilh : ‘“ . , . Mile 
f © General Portland Cement Co., 111 W. Monroe St., Chicago; 
all Republic Bank Bldg., Dallas; 816 W. Sth St., Los Angeles. TRINITY WHITE 
es i ‘ 
wot isa 
. , ‘ as white |“. os Cao True Portland Cement! 
Th E 7 ae 
isio. 





ALCASCO ALUMINUM CASEMENTS. 


Poa lial ah 


@ 
0 F) @ FULL 11%” SECTIONS avaiable only give you 4 big sales advantages! 
paci 3 in Alcasco ... structurally stronger. Putty x. 
n H retaining groove — built into each section and 
rp designed for easy outside glazing. Assures a 
sof firm bond of putty to aluminum, eliminating 
it i breaking and curling putty. 
mer EXTENSION HINGES-— solid aluminum 
















... Sturdy and trouble free ... Full sup- 
porting. Stainless steel pin assures correct 
ventilator operation at all times. 


| © INSULATED GLASS_—aicasco Aluminum 

} Casements can be furnished to accommodate 
regular plate or insulated glass in %2", %", 
or 1” thickness. 


INTERLOCKING MULLIONS-—Easy to 


assemble — Simple to install ... Forms a 
perfect weather seal due to precision fabri- 



























Alcasco Aluminum Casements also Clean superior workmanship is appar- 
have many other “plus” features that ent throughout. There has been no 
experienced builders and home owners _ stinting on materials or fabrication 
look for. All corners are electrically | methods to make the finest all alu- 


















ed flash-welded to give greater strength © minum casements by Alcasco. 
h fir . .. more rigidity ... smooth finish. 
stal Write for full details. ALWAYS 


ALCASCO 


PRODUCTS, INC. 


1144 NINTH ST., MUSKEGON HEIGHTS, MICH. 
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Contractors Buy On Sight 


Exclusive Milwaukee HOLE-SHOOTER combines 
Straight and Right-Angle drilling . . . full Ys H. P. 
...3 speeds ... Unit-built for safe, easy use. 


No other Right-Angle 
drill made gives your 
customers correct 
speeds for many ap- 
plications ... wonder- 
tool for close quarters. 


S-412 V2” HOLE-SHOOTER, ball 
and roller bearing equipped... ki 
Jacob's geared Chuck..450 R.P.M. 4 


2 *Two-speed “Right-Angle- 


Drive” . . . low speed, 
300 R. P. M.... high 
speed, 675 R. P.M. 

3 special bits — 34”, 
e 1¥%", 2%". 


Special wrench for “Right 
Angle Drive’ and chuck. 


‘37% 


Adjustable “‘Long Arm” Accessory ... 
$24.50 EXTRA * Pat. 
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TRI-SPEED 412 KIT 
for Contractors contains... 












































Nationally Advertised 
Lee demand among contractors for 
this exclusive 3-speed Milwaukee 
power-tool is growing by leaps and bounds. 
It represents today’s outstanding sales-and- 
profits opportunity in portable power tools. 
No other tool can match the time-and- 
money-saving performance of the S-412 
HOLE-SHOOTER in close quarters, or 
provide its 3-speed versatility — suitable 
speeds and power for drilling in wood, 
metal, masonry, concrete, and tile. All con- 
tractors are your prospects — building, 
plumbing, heating, electrical, air-condition- 
ing, insulating, as wellas plant maintenance. 
Write us TODAY 
Get complete details, FREE sales helps... 
and instructions on the many uses of this 
wonder-tool. 


MILWAUKEE ELECTRIC TOOL CORP. 
5364 W. State Street, Milwaukee 8, Wisconsin 


QUALITY TOOLS 
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Penn Metal Announces 
New 7/s"" Ground Casings 


New, and of interest to build 
and contractors where rock lai 
gypsum lath, gypsum board , 
similar materials are used for wal 
or partitions are the new %%&” grou 
metal casings for doors and yw 
dows. This additional size is ny 
available in all types of Penmet 
Casings: square nose, bull nog 
short flange, expanded flange, Plaj 
Edge and V-Edge. It has been 4 


CaS ester £99W// 


Plaster — 











signed to meet the requiremenj 
of a deeper ground to accommodai 
the additional thickness (%”) ¢ 
gypsum lath and board now spec 
fied as standard by manufacturey 
of that material. Prior to the i 
troduction of this new ground jj 
Penmetal Casings, casings hav 
been standardized in two sizes, !, 
and *%4” ground, which have bee 
satisfactory with metal’ lath av Yo 
other wall and partition material 


The “4.” ground allows for '4” @ ne 


plaster over the *%” gypsum lat pr 
or board made to the new thicknes 
specifications of the manufacturer 


The “%” ground casings have th eV 
same outward appearance as th ar 
14” and *4” grounds and the san 

characteristics. The only differen ch 


is in the one dimension (size ( 
grounds). Write Penn Metal Con 


pany, Inc., Dept. AL, 205 E. 42ni 5! 
St., New York 17, N. Y. B 
as 


ee Ne 


New Indoor and Outdoor 
Fireplace Books Now Ready 


The new Donley Book of Sue t] 
cessful Fireplaces includes i: 
formative chapters on_ plannin 
building and equipping a masoni 
fireplace, with a master plane al 





Outdoor Fi oo es 





HOMLS = 
a 





dimension tables for applying ! 

to various requirements of siz 
Donley’s Outdoor Fireplace bom ple, 
has also been thoroughly revise 

The Donley Book of Successfi 
Fireplaces is mailed postpaid 

the U.S.A. on receipt of 50c. Dot 

ley Outdoor Fireplaces is similar! T 
available for 25c. Write The Dot: 

ley Bros. Co., Dept. AL, 1392 
Miles Ave., Cleveland, Ohio. 
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Stapling machine bundling your flooring 
at Knoxville, Tenn, 

You buy more than price when you specify this 

newest member to Atlantic’s line of proven 
products. 

kif] This Appalachian Red and White Oak of 


e th even color and texture is carefully kiln dried 


Prials 


” 
9 


1 lath 






s thi 
sane 
Tenet 
ze (| 


and precision machined to give you the best in 
character and appearance. 






os Here’s one of the production operations that 
jf. guards the quality and uniformity of Vestal 
' Brand Flooring. Watch for these candid shots 
as they will appear above. 

Remember, you can order flooring in mixed 
cars with other Appalachian hardwoods from 
this “Headquarters for Hardwoods.” 



























Hecdquarters — i, 


or 
Hardwoods 


THE ATLANTIC LUMBER Go. 


88 BROAD STREET 1055 SENECA STREET 
BOSTON, MASS. BUFFALO, N. Y. 
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Automatic Alignment of Doors « Center Hung Feature 








GRANT NO. 17 double track 
hanger incorporates the above 
advantages and in addition allows 
for a simplified installation of 
multiple unit doors. 








mereased Sales 
wih GRANT 


 STLENT 
Sliding Door Hardware 


the only hangers containing these 
outstanding advantages: 


¢ Ball Bearing Action « Three Adjustments 


¢ Doors that Never “Jump the Track” 





GRANT NO. 16 single track 
sliding door hanger features Nylon 
ball bearing rollers for a silent 
and smooth operation. Three way 
adjustment aids in overcoming 


door sagging and warpage. 




















GRANT also taneledtenan: 


Sash Pulleys ¢ Curtain & Drapery Hardware 
Drawer Slides « Stage Curtain Hardware 


Sheaves & Track ¢ Hospital Cubicle Hardware 


‘ 
1 
' 
i 
' 
' 
1 
' 
H 
' 
1 
: 
1 
! 
1 
i} 





The foremost name in Sliding Deutces 
33-34 | 57th STREET, WOODSIDE, L. I., N. Y. 


Representatives in oll Mayor Cities 


MAIL THIS COUPON FOR FREE LITERATURE 


GRANT PULLEY & HARDWARE CO., Dept. L-9 
33-34 | 57th Street, Woodside, L. |., N. Y. 


Please send me the following free literature. Complete Catalog [] 


Ge Rental GCOS GIR sos csncsicensccseccancicrqneevesectececiasscecesnnsecsetesenens 


CII a acscsinreenersciieninsnntieninieacnciieniintltinsamnsinnibir tents 
I ii sicivsinniscaiinnilennie isnt pained nidintaaanensie 


GRANT PULLEY & HARDWARE CO. 















New Indian Backfiring Drip T ore 
Timber operators will be intep 
ested in this new backfiring drip 
torch, for use in fighting  foreg 

-VENIEN fires, as well as grass, brush and 

OW : Eg rubbish fires. It is designed to meg 


the needs of foresters and fire de 


partments, as well as timbermen, 

contractors, farmers, etc. The torch 

Oy 7009 / has been developed after much ey. 
Ad ry 





perimental work in the field with 





Now... every kitchen can be modern, 
convenient, uncluttered... with smart, new 
space-saving K-Veniences! K-Veniences 
work the same storage magic in kitchens 
that they work in closets ... provide a place 
for everything from dust mops to dish 
towels ... keep utensils out of the way, yet 
in easy reach. Finished in gleaming 
chromium... easily and quickly installed 
with a screwdriver. foresters and other fire-fighting 
authorities and incorporates what 
SUNT FATA eS : Wy experienced foresters and_ firemen 
have found to do the job quickl 
and thoroughly with little experi- 
ence. Specifications are as follows: 
Seal-tight handy filler cap for 
quick filling; one gallon fuel tank: 
brass feed pipe enabling operator 
to ignite materials with ease at 
ground level; all working parts PRO 
easily moved for cleaning; brass of Iu 
leakless shut-off at tank end: as all 
Le equipped with large, strong, easy a 
3 io aginee Scala sencelieaals agalr 
4798 carrying handle; air inlet valve te i 
Di : j allow even liquid flow at nozzle 
isappearing KX 1: | i 7 ‘k h | 7 +t ss il 
Towel Rack | ' OR of end; brass wick holder strongh 
ae onal brazed to feed pipe, so that wick 
is properly saturated with fuel at 
all times, when needed. Write D 
B. Smith & Company, Dept. AL. 
4<— Towels slide out for easy selec- ) Utiea 2. N. Y. 
tion! 4-bar model can be id 
RD Sener SEE, New Sanco Enamels for Outdoor 
vTrerr re TCC TCT CT CT Use and Interiors . 


} 
* 


#790 

Disappearing 

Pan Rack 

Holds 14 utensils, glides in and 
out at a touch! Easily attached 
under cupboard shelf. 


Mlb Re. LLG ILE ti 


| Ce OT! 
#753 Extension Rod—ideal for — New Sanco synthetic enamel LOC 
freshly ironed clothes. ’ are ideal for outdoor use because os 
#550 Swinging Towel Hanger—4 } they offer the “ultimate in dura sake 
swinging arm clamps hold towels 7 bility,” according to The Monroe ie 
securely. Sander Corporation, manufacturers 
Feature K-VENIENCES ... the com- ~ of paints and industrial finishes 
plete line... the quality line... | Officials emphasize that the enan- 
= over 15 yor, THE name in els will be sold through lumber 
ousehold fixtures! ; - 7s 5 
yards. Available in nine colors, they 
are the result of a new method ot 
(COLNE SP OID OE TS ON IE RET: IEE il gr eapety N RACK - ‘ pigment dispersion and a new syt 
paneer ye : oo thetic vehicle. They are said to give 
® Attractive new counter display —_—— maximum lustre and can withstané 
has Kitchen K-Veniences on —— £ extreme exposure of all types 
both sides . . . takes less than These new enamels were developed 
2 sq. ft. of space . . . sells for window trims, trellises, shut- 
K-Veniences faster! ters, fences, porch furniture ané 
other general outdoor use. They 
are also suitable for interiors be 
cause they dry very quickly to a 
porcelain-like finish. The enamels 
are available in cases of half pints 
"* KITCHEN K-VENIENCE DISPLAY and pints, quarts and gallons, ll 
Write for prices and a kits of five gallons, and in drums 
descriptive literature! Write The Monroe Sander Corp 
Dept. N90 ration, Dept. AL, 10-18 46th Ave, 
GRAND RAPIDS 4, MICHIGAN Long Island City 1, New York 


#793 
Disappearing 
Towel Rack 

Three bars for your 
towels. Fastens to 
either side wall of 
any cupboard. 
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. “Lumber dealers 
1 should know = § 
Jthese facts about - 
 pressure-treated | 


lumber ,. 
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arts PROTECTION —Treating PRESSURE TREATMENT 
yrass F of lumber preserves it—just vs. Surface Application 
, © asalloys preserve metals. The Authorities say that pressure 
end: I \ I 
easi > purpose is to protect. lumber treatment provides the only 
* t against costly rot and termite sure, lasting protection to 
. “- ) damage. lumber. 
OZZ\t Be 
ng 
rir a \ wit 
B ai - (= - 
» D \ 2 : 
Al F / Qo \ 
\ qu 
q f = 
; A\ ~ 
Joor THIRD ya FOURTH 
§ OTHER QUALITIES TO WOLMANIZED Pressure- 
mel LOOK FOR—For greatest Treated Lumber combines all 
ause _ U%efulness, preservatives also these requirements—lasts 3 
aus ¥ . 
ure ae should be clean, odorless, to 5 times longer than un- 
: puintable, non-leaching and treated wood, because it’s 
nro non-corrosive. treated under 150 lbs. pres- 
rers sure per square inch. Protec- 
shes tion is deep in the wood fibers. 
an- It’sclean, odorless, paintable, 
ares non-leaching, non-corrosive. 
nbel Wolmanized Pressure-Treated 
ther Lumber has been proved in 
dot use for over 25 years. It will 
VI ‘i For complete information prove its value to your cus- 
oy about WOLMANIZED* tomers and boost your good 
give 3 Pressure-Treated Lumber, reputation as a dealer who 
tan write for free booklet. knows the answers to rot and 
pes. *Reg. U.S. Pat. Off. termite problems. 
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AMERICAN LUMBER & TREATING COMPANY 


General Offices: 1670 McCormick Bldg., Chicago 4, Illinois 


== 4 = 


Branch Offices: Baltimore, Boston, Jacksonville, Fla., Little Rock, 
Ark., Los Angeles, New York, Portland, Ore., San Francisco 
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Use your 8-ROLL CAPACITY 
DISPENSING DISPLAY FLOOR FIXTURE 
to help you sell all 6 types of R-V-LITE 
Available at nominal cost with Special 
R-V-LITE ASSORTMENT R-V 550-D 


VISIT OUR BOOTH No. 113 AT THE NATIONAL HARDWARE SHOW 


~ORPORATION 


i~ 























3462 NORTH KIMBALL. AV 


"9 Ways to Get More Sales" Paste Wax, Self-Polishing Wax ay 


Asphalt Tile Cleaner. Also includa 
in the promotional program. pag 
age are newspaper mats, — glog 
prints, suggested copy for newsp 
per ads, radio and television cop 
mercials, statement enclosures, 

prints of national advertising, Sug 
gestions for training sales pergoy 


“9 Ways to Get More Sales” is a 
complete advertising and sales plan 
for retailers handling Bruce Floor 
Products. It is designed to supple- 
ment the company’s national cam- 
paign scheduled for consumer mag- 
azines and 72 daily newspapers. 
Among the point of sale devices is nel and material for publicity » 
a colorful 11'.” x 124%” easel dis- : ae ; leases on correct floor area. Wri 
play holder with three pockets for KE. L. Bruce Co., Dept. AL, Mem 
literature on proper maintenance ' phis, Tenn. 
for all types of floors. The Bruce 
Salesmaker, a wire display rack . . . ‘ 
which holds about $40 (dealer Quick-Setting Grouting 
price) worth of merchandise is re- of the entire Bruce line: Bruce Material, New Corner Tiles 
ported to be very popular with Floor Cleaner, Bruce Cleaning Wax, \ ck-setti ar 
stores. It offers a compact display the Bruce Doozit, Tuf-Lustre Wax, Pie eee Sean — 

rial and new corner tiles are jn 
cluded in the latest improvements 
of Tile-Rite Plastic Wall Tile. The 
grouting material facilitates jp. 
stallation and improves the _ final 
appearance of the job. While wef 
it can be wiped clean with a damit 
cloth and will then dry to a beavil 
tiful white hardness which resist 
discoloration from dirt. It is rec-i 
ommended for use in showers be 
cause it will not soften after it hall 
once dried. It also increases the 
waterproof factor in installationyy 
by completely filling joint cavitiel 
between tiles. The new wall tik 
corners are designed for use in 
both straight: line installations, or, 
as in the case of uneven wall su-§ 
face, for stagger applications. The § 
are sized to form a perfect half 
when alternated long and short ends, 
The corner tiles are available in all 
field tile colors, and the cap and 
feature in trim colors. Write the 
Tile-Rite Company, Dept. AL, 510! 
sae Euclid Ave., Cleveland 3, Ohio. 


phivecreutstit A avtaglyt | 9s ten 1 


Here’s a handy tool intended pri 


Hollow - Core marily for raking out old mortar 
Beauty that’s more than skin deep! An joints when tuckpointing. An ord: 


BIR< 7 attractive veneer can make an attractive door nary common nail is clamped be 
—but a good door has all these Wisconsin tween the rollers by means of the 


FLUSH age perenne (1) P penaenge y F cae thumb screw. It is set to the proper 
aces, natural wood core, oc cks ot ye ged 
on both sides, (4) eight ways to hang, (5) depth and the tool is rolled along 


vents for temperature balance, and (6) fully 
ploy e@) 23-5 guaranteed in writing. 


Wisconsin Knight flush doors are the “cos- 
tume jewelry” that make any house a model 
house fer your customers. They add sparkle 
and dignity and dollar value to a house—at 
small cost. 














Fully guaranteed Wisconsin Knight flush 
doors will increase your door sales and door 
department profits. Write for prices and 
specifications today. 


The Quality Door with a Price Conscience 
Retailers or wholesalers — WRITE 


over the joint, the nail doing the 
W | S C 0 N S | N F L U S bi D 0 0 go raking out. Tool with a somewhat 
different insert could —s : 
H adapted to use in raking out fires 
Manufacturing Company mortar joints. For additional it 
10101 Lyndon Avenue Detroit 21, Mich. formation write Goldblatt Tool Co. 
Phone: TExas 4-8010 eg 1924 Walnut St., Kansas 
City 8, Mo. 
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WISCONSIN LUMBER ROLLER ... 


the only car door roller that 
guides your lumber 





Saves Energy e« Saves Time « Saves Money 


Fast way for loading and 
unloading your lumber 
cars. 


5. Roller is adjustable to any 


position. Can also be 
moved anywhere along the 
tube. 


Need a 






VAN-PACKER 


Chimney? PACKAGED CHIMNEY 


EASY SALES...EXTRA PROFITS 


HUNDREDS OF HOMES NEED NEW CHIMNEYS 
Old homes, new homes, summer cabins, brooder houses, motels, tourist 
cabins, resorts—there's a vast ready market right in your own community. 


YOU CAN'T BUY A SAFER CHIMNEY 


Underwriters’ Laboratories approve the Van-Packer Chimney 
in place of brick for gas, oil, coal or wood in any type 
home ... one or two story. Ideal for pot type oil burners. 
Meets FHA requirements. 





NATIONALLY ADVERTISED IN LEADING MAGAZINES 

Thousands of inquiries from our ads in Better Homes, Saturday Evening 
Post, Farm Journal, Country Gentleman, American Home, etc., are referred 
direct to dealers. Complete selling literature, newspaper mats furnished 
free. 


COSTS 20°/, to 40°, LESS THAN BRICK 
Easily installed, summer or winter by anyone in 3 to 4 hours. Lightweight, 
needs no foundation. Suspends from ceiling or floor joists. A more effi- 


lam 2. Telescopes out to fit any cient chimney with better draft. 

eal): 4 size door up to 8l/, ft. . Steel tubing for extra 

alas : 3. Rubber ends prevent slip- strength. @ COMPLETELY PACKAGED FOR YOUR CONVENIENCE 

SIS( Rg ping on steel door jams. Distance between guide Easy to handle, minimum stock enables you to supply any | or 2 story 
re 4. Ball-bearing guide rollers rollers 201/2 in. house with any roof pitch. Furnished complete, all perts for entire 
+ be: keep lumber in line . . . IT PAYS FOR _ ITSELF. installation. 


has 


makes rolling easier. 


" ORDER YOURS TODAY. 










LIBERAL DISCOUNT TO DEALERS 


Ask your jobber about Van-Packer 
Chimneys or write direct. Make 
big profits as the Van-Packer 
dealer in your territory. 


the 
Lions 











3 ONLY $39.50 F.O.B. Oshkosh 
‘iiE| Write — Wire — Phone Blackhawk 4258 


| ARNOLD J. SCHUCHARDT 
P.O. Box 293 Oshkosh, Wis. 

















NORTHERN 
WHITE PINE 


NORWAY 

















* Long and Short Leaf Pine 
* Tidewater Red Cypress 
* Southern Hardwoods 





* African Mahogany 


Retognized manufacturers of Long 
and Short Leaf Pine, Tidewater Red 
Cypress and Southern Hardwoods. 
Large holdings of fine timber. Fa- 
cilities for kiln drying, dressing and 
resawing. 



























‘D UTMEUCUT Laer [Reynolds & Man 


in- Sales Office: 
Co., 2020 Chicago Title & Trust Bldg., CHICAGO 2, ILL. 
Selling the Products of J. A. Mathieu, Ltd., Rainy Lake, Ont. 













Regis Paper Co.'s new Sawmill at Fargo, 


Sales Agents of lumber produced by St. ' 
Georgia + 
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New Portable Electric 

Hand Saw 
Portable Electric 

nounces a new 


Tools, Ine. an- 
portable electric 
hand saw known as the Zephyr 
Model 625. The manufacturer says 
the combination of power, light 
weight, and ease of handling par- 
ticularly recommends it for farm, 
home, shop, institution, and indus- 
trial shipping and maintenance de- 
partment use. Noteworthy features 
include improved streamline de- 
sign throughout; powerful, uni- 
versal 115-120 volt, AC-DC high- 
speed, fan-cooled with precision, 
dynamically balanced armature for 
smoothest running; precision-cut, 


bronze, helical gears; long-life, self- 
sleeve-type bearings; top- 
two-pole trigger switch in 


oiling, 
quality, 
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1. CEILING TILE & PANEL BOARD 
2. BLANKET & BATT INSULATION 


Reduce application costs ! 


473: 
TRIGGER FAST! 


**L3"" Model loads 84 flat wire 
Markwell Staples sizes “*L3A"’ 
(4” leg), “L3B” (5/16” leg) and 
“L3D" (9/16” leg). 


*LA” Model loads 157 round wire 
Markwell Staples sizes “L4A” 
(4% leg). “LAC” (34” leg) and 
“LAD” (14" leg). 


Other Markwell Products .. . 


MITRE CUTTERS, 

SCREEN WIRE STRETCHERS, 
SASH BAR TACKERS, 
MOULDING TACKERS. 


ORDER NOW FOR IMMEDIATE DELIVERY 
Catalogue on request 





WN 


iy \ 
a. 
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Approved by Insulation Board 
Manufacturers in applying Ceiling 
Tile and Panels. The Markwell 
“L3D” (9/16” leg) Staple is driven 
flush into the nailing tongue of the 
tile. The Markwell gun type tacker 
eliminates damaged edges on tile. 


Trigger action drives 
staples flush into rafters, 
joists and studs. A gun 
type Insulation Tacker 
eliminates danger of punc- 
turing paper backing on 
batts and blankets. Use 
“L3D” Staple in putting 
up Backer Boards. 


MARKWSLL 


Manufacturing Co., Inc. Industrial Products Division 


200 Hudson St., New York 13 
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handle; improved design of sho 
that permits adjustment in depth 
of cut from 0” to 24%”, and angula 
cutting adjustment from 90° t 
15°; adjustable ripping guide 
graduated from 0” to 8”; quick 
return rotating, telescoping safety 
guard to protect the operator. The 
saw is supplied with a 6'4” com 
bination blade and a 10-foot rub. 
ber-covered, 3-wire (ground wire 
cord and plug. Other types of 
blades available if desired. Writ 
Portable Electric Tools, Inc., Dept 
AL, 335 W. 83rd St., Chicago 2 
Il. 


Newly Designed Combwood 


The new Combwood is announced 
by Zero Plywood Company. The 
Combed-Grain pattern of the im 
proved Combwood (formerly Vene 
tex) consists of parallel lines that 
are evenly spaced, making an eve 
varying design as the ridges ante 
grooves catch lights and shadow 
Ridge tops are smooth, flat and 
rounded off to resist splintering 
and denting, and for easy cleaning 
This three-dimensional design is 
heat-embossed, leaving the natural 
pattern of the wood-grain visible 




























































































yet subdued. The heat treated sur 
face gives it a hard finish so thai 
less lacquer is required in finish 
ing. Combwood has extensive p0* 
sibilities for wall paneling, ceilings 
doors, cabinets, furniture and dis 
plays. With the parallel-line pat 
tern, rooms may be made to apped! 
larger or smaller; walls higher 
lower as desired. This attractive 
and versatile low-cost plywood i 
available in 14”, 3-ply, solid cor 
and back, 4’ x 7’ and 4’ x 8’, It 
terior and Exterior. For fre 
sample of Combwood write tht 
Midwestern distributor, Aetna Ply 
wood & Veneer Co., Dept. AL, 17% 
N. Elston Ave., Chicago 22, IIl. 
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Dependable Quality 


/CanaBA 
HARDWOOD 






HARDWOOD FLOORING 


In straight cars or mixed with air 
dried Yellow Pine Boards and 
Dimension. Best of manufacture. 
Satisfaction that will bring yoo 
back for more. 

* 


For prompt attention on your needs 
phone or write 


| Miller & Company, Ine. 


Manufacturers of 
Hardwood & Yellow Pine Lumber 
SELMA, ALA. and JACKSON, TENN. 


Selma LD 9910 — Phones — Jackson 1885 


oak 
beech 
pecan 
ash 
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_ Selling the Products of: 


Shevlin-McCloud 


Lumber Co. 


|| Distributors of 


SHEVLIN PINE 


PONDEROSA PINE 
SUGAR PINE 
DOUGLAS FIR 
WHITE FIR 


THE McCLOUD RIVER LUMBER CO. 


McCloud, Calif. 


THE SHEVLIN-HIXON COMPANY 


Bend, Ore. 


West \ oy ee ee 
estern Pine 
Sendavens tae Wena 900 First Nat‘l-Soo Line Bldg. 


West Coast Lumbermen's Association MINNEAPOLIS 2, MINN. 








District Sales Offices 
New York 17 


Chicago 1 


San Francisco 5 
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NEW ECONOMY 
SASH HOLDER 


Model VSH-57 %” dia. for Check Rail Sash 
Model VSH-20 34” dia. for Plain Rail Sash 





The demand for Vikre New Economy Sash Holders is increasing 
every day. Builders and owners everywhere know of their money 
saving efficiency — know that they are the only spring tension 
type holders to have all moving parts fully encased to eliminate 
sticking and binding. Vikre Holders require only one hole 
drilled in sash .. . have patented, adjustable steel spring tension. 
Sell genuine Vikre Sash Holders for better profits. 


NEW MERCHANDISING DEAL 
Six dozen Vikre Sash Hold- 


ers are packed with an attrac- 
tively stained, eye catching 
window display with mount- 
ed sample of Holder. Win- 
dow can be raised and low- 
ered. Attractive folders. No 
additional charge for display 
and folders. Order from 
your jobber now. J. N. 
Vikre Co., Inc. 3016- 
14th Avenue South, Min- 
neapolis, Minn. 














A PROSPECT! 


Rain-L-Flo Gutter Tube 
Prevents Overflow 


Nationally advertised Rain-L-Flo Gutter Tube is the 
answer to the problem of overflowing gutters. Every 
householder wants to prevent stained walls, warped 
woodwork, flooded basements, mounting repair bills 
caused by stopped-up gutters and downspouts. Every 
man would like to get rid of constant gutter cleaning. 
A bronze mesh tube, 3-inch diameter, internally supported 
by a brass spring coil, Rain-L-Flo Gutter Tube retails for 49c 
per foot with a 333% profit for dealers. Comes in 5-foot 
lengths packed 12 to a carton. 

Display Rain-L-Flo, and you'll sell it! Can be installed for o 
fee, or customer can easily put it in himself. Average home 
needs about $50 worth, retail, so there's o profit for you of 
more than $16 with each sale. Nationally advertised ... 
Nationally distributed .... Nationally approved! 


















Exclusive manufacturing Send for free sample and information! 
franchises available. Se ee ee ee ee ee ee oe 
WYNNCO PRODUCTS CORPORATION, 
344 Luckie St., N.W., Dept. (6) Atlanta, Ga. 


| (CD Please send me complete information about 
Rain-L-Flo Gutter Tube. 


CO Please send me complete information about 
| arrangements for dealerships in my area 


| Name_ 


| Address 








, City _ State 
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Free to Dealers... 
Two New Planning 
and Idea Books 






‘Sales Features for Electrical Living 
Homes’’ shows the “most wanted” 
Sales Features in homes...features that 
have proved their appeal to home- 
owners. Has 32 pages of illustrations, 
diagrams ...on kitchens, laundries, 
electric bathrooms, and smart light- 
ing ideas for every room in the house. 
Also gives simplified data to help in 
planning an adequate wiring system. 

With each Sales Feature, you'll find 
a brief summary of Selling Points to 
help you and your builders turn 
prospects into buyers. 

‘‘Design Details for Electrical Living 
Homes” fills a real need for construc- 
tion details on valance, cornice, cove, 
soffit, pinhole spot, under-cabinet 
and other unusual lighting effects. 
Kitchen and laundry plans, with com- 
plete dimensions are also shown. 

Photographs of actual installations 
illustrate the planning ideas, and con- 
struction details show exactly how to 
build them. 

To get these books, send coupon 
below to Better Homes Bureau, 
Westinghouse Electric Corporation, 
Dept. AL-9 Box 868, Pittsburgh 
30, Pennsylvania. G-10113B 


you can 6 SURE.. ie its 


Westinghouse 


Better Homes Bureau 

Westinghouse Electric Corporation 

Dept. AL-9, P. O. Box 86 

Pittsburgh 30, Pa. 

Please send me a copy of your new books, 
Sales Features for Electrical Living Homes, 
B-4691; and Design Details for Electrical 
Living Homes, B-4671. 


Street 





Features Finishes for 
All Floors 


A new display available from the 
American Floor Surfacing Machine 
Co., reminds the customer that the 
store offers complete American sup- 
plies for treating any type of floor 
—wood, asphalt tile, terrazzo, rub- 
ber tile, linoleum, cork or concrete. 
It is 3-dimensional, printed with 
15 colors, and employs actual cans 
of the floor finishing materials so 
that customers can pick them up 
and inspect the directions. These 
cans are furnished empty for light- 
weight handling as a part of the 
kit. The display is built in the form 
of a corner of a room, showing a 
wocd floor. Fcr those having rental 





i 42, RENT OUR FLOOR MACHINES 
machines, it also helps promote 


rental business. The new display is 
part of the campaign which in- 
cludes consumer and business paper 
advertising, a “3-foot chart” of 
data, and specification sheets being 
used to launch American’s com- 
plete new line of floor finishes, 
maintenance materials and clean- 
ers. Write The American Floor 
Surfacing Machine Co., Dept. AL, 


. 521 So. St. Clair St., Toledo 3, Ohio. 


Earth Drill Can Be 
Converted into Chain Saw 


The “Earth Drill” is a radical 
new 5-hp. gasoline-powered post- 
hole digger reported to be capable 
of drilling at a high rate of speed 
in any type of earth or clay. It is 
completely portable, requiring no 
tractor or vehicle for its operation. 
The Earth Drill can be converted 
into a standard McCulloch chain 
saw in less than a minute, since 
the engine is the same unit used 
on this well-known make of timber 
saw. Conversion consists merely 
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Sell ’em an 


INSECT WIRE SCREENING 


Tell those fresh-air-loving customers of 
yours about the cool, insect-free comfort of 
screened-in porches ... sleeping porches ... 
windows . . . and doors and you have a sure- 
fire market for Cortland Brand Insect Wire 
Screening. Customers buy Cortland Brand 
Wire Screening, because it's priced to fit 
their purses . . . gives them years of long- 
lasting screen protection. 




































































Stock popular, profit-making Cortland 
Brand now —a favorite wire screening for 


























over 75 years. Made to U. S. Department of 
Commerce, National Bureau of Standards’ 
specifications. In 18x 14 mesh, 24” to 48”, 
in 100 linear foot rolls. Also in extra-wide 
widths in Bronze and Aluminum. 
































Cortland GRAY-WICK. The popular 
all-purpose insect wire screening. Doubly 
protected against corrosion by electro-zinc 
galvanizing and "glare-proofed" enameled 
finish. Cortland BRONZE. Rustless under all 
weather conditions —unaffected by salt air, 
acids or gases. Stronger and more durable 
than copper screening. In bright or ‘‘an- 
tique" finish. Cortland ALUMINUM. Can't 
rust or stain. Made of full gauge Alclad 
aluminum wire. Exceptionally strong and 
light in weight. 


POULTRY NETTING @ NAILS & BRADS 
HARDWARE CLOTH 


BRAND 
WICKWIRE BROTHERS, INC., CORTLAND, N.Y. 
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HERE'S THE ANSWER — ONE MACHINE — 
A WILSON for All these operations 





@ Cross Cutting @ Rabbeting @ Shaping 
@ Compound Mitering @ Ploughing @ Fluting 
@ Ripping @ Dadoing And Many More 





2, 3, 5 and 72 HP 
Models Available 


Manufactured by 


MEDIA MACHINE WORKS, 


INC. 


RA HIGH SPEED nt 
MEDIA, PENNSYLVANIA, U.S.A. QIAl CUTTING MA cH} 
Established 1922 


SO OT ee eee 


raw. 
HOLDER 


AUTOMATICALLY MEASURES AND SQUARES GLASS 


YOU CAN INCREASE YOUR PROFIT and greatly decrease broken glass waste by installing your 
own MARVEL Glass Holder. Attaches easily to shelf, wall, post or cabinet. No special setup needed; 
no lost space. 

NO METAL TOUCHES the glass surface. Cushion Grip straight-edge absorbs shock and vibration. 
Result, no glass breakage. Salvage remover extends full length of glass being cut, leaving smooth 
edge. Removes salvage down to ;);” single, or 4%” double, straight glass. 


NEW NO. 36 SPECIAL made to fit Natl. Retail Hardware Assn. cabinet. Takes 36” x 36” glass. 
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\ pp ? 
Yi hi! WZ No. 36—42” upright, 36” No. 48—42” upright, 48” No. 54—54” upright, 60” 
Wy eh base; takes 42” glass. base; takes 42” glass. base; takes 54” glass. 


PRICED WITHIN REACH OF EVEN THE SMALLEST DEALER 
~ Weight, any size, approx. 30 Ibs. Shipped promptly. F.O.B. Minneapolis 


MARVEL RACK MFG. CO.., Inc., 24 N. First St., Minneapolis 1, Minn. 
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Clements Lumber Co. 


MANUFACTURERS & WHOLESALERS + DOUGLAS FIR LUMBER 
EUGENE, OREGON + P.0. BOX 908 - PHONE 5-3317 + TELETYPE EG 49 





by 
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be 
; t ARE STUBBORN AS A MULE! 
a ys , Not even a mule could budge this SCREWTITE ALUMINUM 
oY NAIL -- It really has a mind of its own! Wind and rain, hot sun 
0s and freezing snow, have no effect on 
, this stubbornest nail of all -- once in 
place, it STAYS PUT! Special screw shanks keep SCREWTITE 
| i A postcard request will gripping right -- the patented neoprene washer seals out al! of 


bring free samples of 


the SCREWTITE NAILS. the moisture -- makes nail holes really watertight. YY 
YZ 
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ise 
O BuipInG Propucts MERCHANDISER 177 












= 
% 












Clip this handy memo to your 
letterhead and mail today! 


Prestile Mfg. Co., 5880 Ogden Ave., Chicago 50 
Please send me free samples and Dealer's 


Merchandising Kit—"How to Make More 
Profits from Tileboard.” 
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of detaching the drill assembly and 
attaching a chain saw assembly. 
Weight of the two-man Earth Drill 
complete with 6-inch auger is only 
79 pounds. A full-swivel coupling 
at the engine permits the auger to 
drill at any desired angle, and 
makes it possible to reverse the ro- 
tation of the auger if desired. 
Other interesting features are: 
centrifugal clutch that automatical- 
ly disengages the auger at idling 
speeds; kickproof automatic- 
rewind starter; diaphragm carbu- 
retor to permit full-power engine 
operation in any position; and one- 
control operation. Write McCulloch 
Motors Corporation, Dept. AL, 
6101 W. Century Bldg., Los An- 
geles 45, Calif. 


Nolan One-Man 
Car Door Opener 


A new model of the Type H 
Nolan One-Man Car Door Opener 
is announced. A major improve- 
ment is the new large, positive- 
locking safety hook which cannot 
become detached in operation when 
attached to the box car door. This 
can be swung 180 degrees but locks 
itself firmly in place when assum- 
ing the pulling position. The end 
of the operating chain also has been 
provided with a safety hook 
equipped with a latch, to prevent 
accidental release from the station- 


ary point to which chain end is 
attached. Improved balance in the 
tool design assures automatic un- 
locking of the pawl for chain strip- 
ping during the operation of the 
car door opener. The improved 
Model H Nolan One-Man Car Door 
Opener can open or close the most 
stubborn box car door in 20 sec- 
onds or less, without using several 
men, and without risk of life or 
limbs. Write The Nolan Company, 
Dept. AL, 242 Pennsylvania St., 
Bowerston, Ohio. 
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COMPLETE CARTON 









HETTINGER’S 


COMBINATION 
SASH BALANCES AND 
BRONZE METAL WEATHERSTRIPPING 
IN ONE UNIT 
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) PACKAGED 


Ist. Low cost of $3.50 per 
window, any size 





2nd. Easy to apply 


3rd. 


Velvet smooth in operation 


4th. Absolutely weatherproof 


Sth. Sales helps and displays 


6th. 


Nationally advertised 


7th. 


Wide consumer acceptance 


8th. 


Shipments at once 


9th. 


See your lumber dealer 
today 


THE WEATHERPROOF PRODUCTS CORP. 
329 Westport Road Jefferson 3133 
Kansas City 2, Missouri 









































Manufacturers REMIND neem 
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Lei SOUTHERN PINE CONNOR 


goutmenn. i “LAYTITE” 


sitiiiiiiiitaait Maple and Birch Flooring 


OAK FLOORING sen ous MU ein 









































m Our lumber is specially treated for Something new in 

. prevention of sap stain. It is grade- , modern flooring 

” marked and trade-marked — your 

: assurance of top quality lumber. MFM. A. SPECIFICATIONS 
STRAIGHT Forest Products Since 1872 
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“I was in businégs 27 years--- 
and had only;ONE_ FIRE!” 
fr 








OAK e@ BEECH e PECAN . 
One fire - - - that’s all it takes ! ! 


Top-quality flooring—carefully manufac- Many businessmen learn this tragic truth only 

tured, scrupulously graded. when fire robs them of a lifetime of work and 
: saving. 

For sound protection against loss by fire—Lum- 


Also Band Sawn Hardwoods , bermen insure with the Lumbermen’s Under- 
writing Alliance. Assets: $10,743,031.00. 


Modern Dry Kilns, Planing Mill, Oak You can enjoy the security of specialized insur- 
Floorin g Plant ance ... protection created for you, through the 


Lumbermen’s own insurance source. Write us 
Send us your inquiries. Cavermer' Underwriting Alliance 


MOBILE RIVER SAW MILL CO., Inc. ASE ston Uri C. 


J. J. Lynn, President 
1000 R. A. Long Bidg. Kansas City 6, Mo, 

















MT. VERNON, ALABAMA 
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FREE 
Interesting, 
colorful brochure 
ela Mee @elaltiatialte); 
by Adhesion 
Write for your 
copy today! 


GET ALL THE FACTS NOW ON 


So substantial are the savings in labor and 
material costs effected by applications of 
adhesives in the construction field, that all 
leading architects and progressive con- 
struction men are swinging to this modern 
method for both new constructions and 
modernization. 


Sell “Construction by Adhesion” 

Sell Miracle! 

Miracle Black Magic Adhesive 

Miracle Wallboard Cement 

Miracle Panel-Board Cement 

Miracle White Caulking 

Miracle Plastic Underlayment 

You owe it to yourself to get the facts 

today! See Miracle Exhibit, 101 Park Ave- 


nue. Write for information and your free 
brochure. 








Dept. AL9-9, 214 East 53rd Street e 





CALDER Renliaciaien Co., 
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ABRASNE TREADS 


WOOO STAIR 


@°CER MOS TILE---— 
i SETTING MORTAR 
MPACLE ADHESIVE 
SsTte. TROWELED 
concRrere--—-4 





FOR TILE FLOORS STAIR TREADS 


























COUNTER TOPS PARTITIONS 


Meet us at the National Hardware Show — Booth 270. 


New York 22, N. Y. 
*Reg. U. S. Pat. Off. 








Lancaster 4, Pa. 








Two New Darra-James 
Tilting Arbor Saws 

The Toolkraft Corporation ap. 
nounces two new, improved Darra- 
James tilting arbor saws for the 
home shop and the _ professional 
craftsman. The saws have fabri- 
cated steel bases with new cast 
iron sub bases for greater stability, 
A new spring tension motor mount 
is made of cast aluminum, and 
maintains belt tension in all posi- 
tions. Touch release lever controls 
locking mechanism of rip fence; 
3” arbor rides on grease packed, 
sealed ball bearings. The arbor js 
extra long for dadoing and mold- 


ing cutting. Table dimensions of 
the Darra-James Model No. 85 are 
16” x 20”. Model No. 80 saw has 
table dimensions of 14” x 18”. 
Other new products include a new 
91,” cast iron band saw with ac- 
curately machined rubber-crowned 
wheels which are carefully bal- 
anced at the factory, also fabri- 
cated steel power tool stands, flexi- 
ble shafts, belt & disc sander, and 
two molding and shaping cutter 
heads for use on circular saws. For 
catalog and price list write Tool- 
kraft Corporation, Dept. AL, 
Springfield 1, Mass. 


Glass or Metal Knob Unit 
Latch and Lock Sets 

ShurLok, a complete new line of 
self-aligning, glass or metal knob 
unit sets, is now available at all 
Tegco dealers. The set is quite dif- 
ferent in shape and _ installation 
from the conventional glass knob 
set, yet retains glass knob economy. 
The new ShurLok line includes en- 
try sets, passage, bedroom, bath- 
room, exterior, communicating and 
closet door sets . . a 10-year fin- 
ish guaranteee on all metal knobs 
and roses. All parts are factory 
assembled into only three main 
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WALES LUMBER CO. 


Old National Bank Bidg., Spokane 5, Wash. 


Wholesalers: Western Pine & Associated Species 
for 30 Years 


Telephone: Main 5617 — Teletype: SP 108 
UY iQUOUOTTTUUUUOUUUUOUUUAUUUUUAOGOQOOQOQOQQQGGOQQOOOGOOGGOG4GUOGOOOOOOOOOEOOOOOOOUUUOOOGGNGOOOOAOOOOOOEEOUOOOUUOOOOOOUOOUUUOOOOOOAOOGOOOOOOONOQOOOOEOONL 


wouldn’t you rather sell THE wall tile 
that’s guaranteed and bonded? 


VAVNUDUNGAURUNDADADADADAVADADODODGANANDOAGNGANA MANNE 









STEEL WALL TILE 
is the only tile guaranteed and bonded! 


(backed by NATIONAL SURETY CORPORATION, with surplus to policy holders in excess of $21,000,000) 





OHIO CAN & CROWN CO., MASSILLON, OHIO 
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Points 200 to 250 154" to 354" width pickets per hour year after year use. 24'' high. Hand operated. 30" 
with planer-smooth finish. No sanding required. long handle provides easy leverage. Anyone can 
Adjusts to cut any degree of sharpness or bluntness operate. Enables you to utilize odds and ends of 
of picket point. Light enough to carry to stock pile lumber profitably. Seven day delivery. Send today 
—wt. only 38 Ibs.—yet strong and durable enough for for literature. 


Net price $52.50 f.o.b. Wilmette, Illinois (Where state sales tax applies, add tax.) 


H.A.SCHUBERT CO. Machinists 


1212 Washington Ave. Wilmette, Illinois 





PONDEROSA PINE 


mare MAK =“ High Altitude, Soft Textured Growth 
VP 





Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO, 


SUSANVILLE CALIFORNIA 





REGISTERED 
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Edges turned and trimmed 
for easier handling, faster work 
and added strength. 








HEMDEDGE 


Smooth edge __— Reinforced 


CORNERITE 
STRIPITE 


Certainly we'll send samples. 
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STRIPITE All you need do is ask for them. 


Bist PENMETAL 
YEAR 


PENN Meta Company, INc. 


General Sales Offices 


205 East 42nd Street, New York 17, N. Y. 


District Sales Offices 
Philadelphia Chicago 
San Francisco Dallas 


Factory Parkersburg 


Boston 
Seattle 


New York 
Los Angeles 





ligetii Tale ITolate} oxolibs 
Parkersburg, W. Va 
Ww 





assemblies; no set screws; thread. 
less spindles; only two holes to 
bore. Other features are brass and 
steel latch, automatic alignment, 
pushbutton or turnbutton styles, 


life-time cylinder, hidden “Life 
saver” emergency release. The 
new line is available in_ brass, 


bronze, nickel and chromium fin- 
ishes, either polished or satin, 
(Also available in natural alumi- 
num.) For copy of a new 8-page 
brochure, write Technical Glass 
Co., Dept. AL, 2050 E. 48th St. 
Los Angeles 58, Calif. 


Shelby Door Closer 
in New Box 










This door closer is reported to be 
the largest pneumatic air check 
made for screen and storm doors. 
Striking colors of bright yellow 
and deep maroon make its new 















KILN DRIED ) 


Fir and Hi-Hemlock Dimension 


End-Matched Drop Siding, 
Ceiling, Flooring, D&M 


Western Red Cedar Bevel 
and Bungalow Siding 











% Mouldings, Trim, Boards 











Quality Products fiom 3 Modem Mills 


Well-manufactured from logs from our own tree 
farms. Standard West Coast Lumber Bureau Grades. 
Our fine assortment of West Coast species will sat- 
isfy your most particular customer. Our end-matched 
stock is a real cost-cutter. Try us on your next order 
—straight carse—mixed cars. 700, ft. daily pro- 
duction. 


WILLAMETTE VALLEY LUMBER CO. 


DALLAS, OREGON 


Z 
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box an attention getter on either 
counter or shelf. The box lends it- 
self to interesting arrangements 
for counter display. Write The 
Shelby Spring Hinge Co., Dept. 
AL, Shelby, Ohio. 


Traveling Displays Feature 
Panelyte Line 


Traveling displays have been 
constructed by the manufacturer 
of Panelyte as a sales aid to dis- 
tributors, and their promotion of 
laminates for interior decorating 
purposes. The displays feature the 
new colors and designs of the Dec- 
orative Panelyte line, Focal point 
of the displays to be used by dis- 
tributors at trade shows, sales 
meetings and home shows, is a 
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Pullm. 


The Shelby Air-Check Door sash 
Closer, No. 666 now has a new box. Heo 
a ’ Thus 

> Balan 


dealer 
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' sash weights, chains, cords and pul- 
































































Pullman Sash Balances are better 
. more economical for builders 
than windows having weight boxes, 








leys. Installation is fast. Little on- 
the-job carpentry work is required. 
Thus labor costs are low. Pullman 
Balances are a sales aid to lumber 
dealers selling prefabricated win- 
dows and Pullman Balances asa unit. 





THE ONLY BALANCE WITH 
A LIFETIME GUARANTEE 


Every Pullman Sash Balance is guaranteed against 
imperfect workmanship or material during the 
lifetime of the building in which it is installed. 


WRITE FOR LITERATURE 





MANUFACTURING CORPORATION | 


ROCHESTER bd N. Ye, ‘U. $s A. 


‘PULUYA 





LUDWIG 


SPRING - TENSION 
"SNAP" FASTENERS 
Hold screens or storm sash 


FIRMLY to window frames 
or combination doors. 







Eliminate rattling and 
drafts . . . cut fuel costs 
-.. Save wear and tear 
on painted surfaces ... 
permit quick and easy 
changing of storm sash 
and screens. 


The LUDWIG SPRING-TENSION “SNAP” FASTENERS are a 
sree! fast seller. Made of hardened spring steel and rust- 
proofed. 











Packed 1 gross (with screws) in 
7°x7"x2Y2" attractively colored dis- 
play box with 1 Fastener mounted 
on demonstrator block. Weight 5 
tbs. 12 display boxes to carton. 

Shipping weight 60 lbs. 


DEALERS — Order from 
your regular Jobber. 


SASH MANUFACTUR- 
ERS — Write to factory 
for bulk prices. 


LUDWIG 


MFG. CO., INC. 


2401 Durand Road, 
RACINE, WISCONSIN 
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Containing 
PENTAchlorophenol 


... JE means 


Satisfied Customers 


Geceause -- 


WOODLIFE protects wood against: 
Warping, Swelling Shrinking, Checking 
and Grain-raising. 


WOODLIFE protects wood against: 


Fungus decay or rot, Staining (discolora- 
tion), Termites, Lyctus beetles and Car- 
penter ants. 


WOODLIFE makes an excellent base for: 


Paint, Varnish, Enamel, Oil Stain and 
Putty. 


Write for the 
Nes name of your 
nearest distributor. 


ere Products Mfa. Co. 


_ Research Laboratory and Plant KALAMAZOO, MICH. 











‘better 3 ways 


e stronger than felt 







e easier to handle 


e lower in cost 


Why sell felt when Leather- 
back gives so much more 
value. It's an engineered 
building product, with 
uniform high strength 
and quality. Meets Fed- 
eral Class D specifica- 


tions. Write for complete ALL-PURPOSE 
information and prices. BUILDING 
@ Leatherback All-Purpose Build- PAPER 

ing Paper is also a money- 

saver for you. You carry a 

smaller inventory, yet serve 

all needs. LEATHERBACK 

Why stock felts, when Leather- PRODUCTS 

\l-P ill do? ue oe 

eT are identified by 
Leatherback Products include 
vapor barrier and duplex Lia the TURTLE 
papers, and Leatherback Re- trademark. 
flective Storm Blanket. Ask 
your distributor for informa- Accept no 
tion and prices. substitute. 
Leatherback Products are Dis- é 


tributed coast-to-coast through 
leading wholesalers and jobbers. 


PROTECTIVE PAPERS, INC. 
UNION . ILLINOIS 
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OSHKOSH WOOD PRODUCTS 


CORPORATION 
OSHKOSH. WISCONSIN 


Manufactu rers of 
WOUDWAY 


@ VENETIAN BLIND—SLATS, 
RAIL & FASCIA 
@ MOULDINGS—ST’D & SPEC. 
@ FURNITURE DIMENSION: 
@ GLUED-UP STOCK 
@ COMMERCIAL KILN DRYING 
@ CUT STOCK 
@ READY-TO-ASSEMBLE 
WOOD 
















WE SPECIALIZE IN BASS. 
D PONDEROSA 
HER NORTHERN 


HARDWOops AVAILABLE. 








WOODWAY quality, 
means 
Extra Profits 


for YOU 


“The Good Way to Buy 
A RAO IWS 




















glass bubble centerpiece built 
around rotating figurines. As the 
figurines move about a sample sec- 
tion of Decorative Panelyte, lights 
alternately flash on and off to draw 
the viewer’s attention. Back- 
lighted, full-color photographs of 
plastics applications, and samples 
showing the Decorative Panelyte 
line complete the colorful displays. 
Entirely self-contained for  ship- 
ping, and easily assembled, the dis- 
plays are part of Panelyte’s inten- 
sified promotional program. Write 
Panelyte Division, St. Regis Paper 
Company, Dept. AL, 230 Park Ave., 
New York 17, N. Y. 


Adjustable Dado Cutter 


An instantly adjustable dado 
tool for cutting smooth, accurate 
dados from 14” to 13/16” in width 
and up to *4” depth is announced 
by Consolidated Machinery and 
Supply Co. The precision-built, all- 
in-one “Quick-Set Dado” can be set 
for any desired groove width by 
merely turning a dial, without re- 
moval from the arbor. Action of 
this new dado cutter is said to be 
astonishingly smooth, with no vi- 
bration, chatter, burning or chew- 
ing. Built of interlocking aluminum 
side plates, and a center disc of 
steel, the Quick-Set Dado has eight 
cutters of high-speed tool steel 
which is said to last four or five 
times longer than _ conventional 
dados. It is adaptable for right or 
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SECURITY 


1759 PURITAN AVE. -° 


SASH and DOOR JOBBERS... 


s Full Metal 
Tipo \ 1m < 
* SS 
CUT DOWN / All Metal SS 


weatherproofing will in- Operating S 
crease sales appeal and S N 
profits. - ¢ Ss N 
vestigue Lower NG N 

p a / Costs SS S7.S 

~ 

_ . \ 

for choice of several de eS 
signs in zinc or aluminum Greater N 
plus other important ~ 
teatures and prices. Appeal YX 
AS 


TURERS... 


) 


NS 
wee 





VL 


Rib Strips SS 


ASSEMBLY TIME \ . \ 


iets , Easier 
ce ae @ Covers jambs complete- 
er tl oa ly, eliminating need of Assembly 
; top grade lumber. Pre- ° S 
cut to fit, low cost Sen- 
: Better 
tinal Weatherstrips are aon 
easily and quickly in- Fitting > 
stalled. e . 
Assured smooth, easy i 
operation plus complete Easier S 














Millions of units 
in use today. 


ef o 


DETROIT 3 
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left shaft rotation, and is available 
for shafts 15”, %”, and °4” jy 
diameter. Write Consolidated Mp. 
chinery and Supply Co., Dept. AL 
2029 Santa Fe Ave., Los Angela 
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Gas Carloader Now Available “ 
with New Dynatork Drive 5 
The Clark gas-powered Carloaé- ae 
er, said to be the most widely used HUF 
model of fork-lift truck ever built, 
is now available with the new 
Dynatork Drive, according to an Mo 
announcement by the _ Industrial E 








Truck Division of the Clark Equip- 
ment Company. Introduced in 1938, 
the Carloader won high acceptance 
through its rugged strength and 
the compact dimensions which en- 


























































abled it to operate with ease and 
efficiency into and out of railroad § 
freight cars. The Dynatork Drive, 
exclusive with Clark, increases as 
much as 20 percent the amount of 
work a fork-lift truck can do. The 
Dynatork Drive transmits engine 
power to the drive wheels by mag- 
netic induction, through an air gap. 
There is no friction-type clutch; 
and the conventional transmission 
is replaced by a constant-mesh, 2- 
speed forward-and-reverse gearing. 
Several sources of wear are elimi- 
nated. Write Clark Equipment 
Company, Industrial Truck Divi 
sion, Dept. AL, Battle Creek 40, 
Mich. 










New Rain Cap for 
Metal Chimney 


A new rain cap and shield is 
available for the prebuilt, all-metal 
Thulman Chimney used in one and 
two-story homes. Readily attached 
to the ornamental, ventilating 
chimney top, this metal. cap is sail 
to prevent water from entering the 
flue even during hard downpours. 
Topside louvers along each edge 0 
the metal fitting allow smoke t 
escape unhindered from the vitre § 
ous enamel-coated, steel inner flue. 
Also, air currents can _ circulate 
freely between the two concel- 
trically placed aluminum ducts that 
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THE A.B. CARROLL 
LUMBER COMPANY 


SE Cp 
S Manufacturers OS 
SHORT LEAF PINE — 
and HARDWOOD 
LUMBER 
















ahr 


HURTSBORO, ALABAMA 
Phone 66 


WE MAKE POPLAR BEVEL SIDING 
AND RESAW PINE AND HARDWOOD 


GIVING PARTICULAR 
ATTENTION TO 





REFORESTATION 
HURTSBORO OAK FLOORING CO., INC. 
Monufacturers of High Grade LGR, 


End Matched Oak Flooring het Ly 
in 25/32 and 1/2 in. j [o 
5 Members 


of 
NOFMA 


We are in a position to ship 
Oak Flooring, Block Flooring 
and Air Dried Yellow Pine 
Boards in the Same Car. 
PLANT AT 

HURTSBORO, ALABAMA 


Phone 69-3 
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This is Chinese for 





| 
| 
SOUTHERN 
PINE IN ANY LANGUAGE VALUE 
SOUTHERN TALKS 
HarDwoops —|_ You can't beat Ferguson values 
west coasr | in Southern Pine, Southern 
woops | Hardwoods and West Coast 
| Woods. 
CALL, WRITE OR WIRE FERGUSON 
| TODAY FOR YOUR LUMBER NEEDS. 
| 


ON LUMBER CO. 


St. Louis 1, Missouri 
Phone — CHestnut 8646 











TO SERVE YOU BETTER... 


Our Mills are Running Day and Night to 
‘Supply You with Our Western Woods 


PONDEROSA PINE 
SUGAR PINE 
DOUGLAS FIR 
WHITE FIR 
INCENSE CEDAR 





Mills: Anderson and Canby, California 
Sales Office: Anderson, California 
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Tidewat 


RED CYPRESS 


D. your customers a real service... recommend Tidewater Red 
Cypress. It is truly “The Wood Eternal’. This wood gives outstanding 
service, especially when used under adverse conditions. Can’t be beat 
for homes, interior finishes, farm fences, silos, barns and many 
industrial uses. 
TERMITE RESISTANT: According to the U. S. Department of 
Agriculture, Tidewater Red Cypress is naturally resistant to 
termite destruction. 
DECAY RESISTANT: Nature has done for Tidewater Red Cypress 
what man has tried to do for other woods through artificial induc- 
tion of preservatives. 


AMERICA IS STILL TOO YOUNG TO KNOW HOW LONG TIDEWATER RED CYPRESS WILL LAST 


Take advantage of our free consulting service to help solve your next 
wood problem, 


FLEISHEL 


ies od. 
LUMBER COMPANY 


4237 DUNCAN AVE, « St. Louis 10, Mo. 
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make you 
MORE SALES 


You sell the line that’s priced to make 
customers buy when you sell Famous 


Ladders. Sound construction with 
thoroughly dry, seasoned woods . 
strong steel braces and hinges... . 
smooth, clean finish. These features 
at the Famous low price make sales 

. . and satisfied cutomers. There is 
a Famous ladder for every need in the 
home, in industry, commercially and 
on the farm. 


BEST-SELLING FAMOUS LADDERS 





The SECURITY, a 
top-quality ladder 
at a selling price. 
All hardware fin- 
ished in Chinese 
Red. Other models 
in all price ranges. 


FRUIT STEP lad- 
der gives a steady 
stand even on 
rough ground. 


Pointed leg is 
hinged to go 
through branches 
or over limbs. 





COMBINATION 
TRESTLE and EX- 
TENSION ladder. 
A four purpose 
ladder can be used 
as a step ladder, 


trestle, extension 
or two single 


ladders. 












HOUSEHOLD 
STEP STOOL. At- 
tractive and low in 
price, this handy 
step stool is a sure 
seller. 





catalog. It includes the com- 
plete line of Famous Ladders 
plus the Famous line of Iron- 
ing Tables. 


GOSHEN CHURN & LADDER, INC. 
Dept. A Goshen, Indiana 
Leaders in Quality Woodenware over 48 years 





186 








jacket the flue. 
self-cooling, 
reported to be safe for use with 


The chimney is 
non-condensing, and 


any fuel. Hot flue gases rising 
when the furnace is in operation 
rapidly induce a draft of cool air 
between the two casings that sur- 
round the flue proper. In a matter 
of seconds, the Thulman Chimney 
is producing maximum available 
draft. When heat is shut off, it re- 
duces “standby” losses by quickly 
cooling and slowing the flow of 
cool air. Write The Majestic Co., 
Dept. AL, 303-B Erie St., Hunt- 
ington, Ind. 


Power Tools That 
Widen the Home Market 


The Mall Tool Company is in- 
troducing a complete new line of 
combination power tools in the low 
price field. Incorporating many and 
varied attachments, each basic tool 
may be used for hundreds of ap- 
plications. The manufacturer says 
each kit and tool are designed so 


| "MAGIC POWER” 


Ae eo 








that the hobbyist in apartment or 
home will want them. A complete 
merchandising program includes 
TV-Spot announcements, national 
advertising and point-of-sale dis- 
plays to assure increased traffic 
and dollar volume for retail dealers. 
Nationwide company-owned service 
stores stand back of the manufac- 
turer’s unlimited quality warranty. 
Write Mall Tool Company, Dept. 
AL, 7733 South Chicago Ave., Chi- 
cago 19, Il. 


September 









here’s the fines; 
Yd act: Mm Chidi 
ever made... 


For Bathroom and Bedroom Door; 








LOCKS 


by pressing the 
push button bar 





UNLOCKS 


Automatically 

1. By a turn of the 
inside knob 

2. By a slight depression 
of latch bolt 


Barloc combines the precision-built feature 
of the Harloc double spring tubular latc 
plus the finest locking mechanism evé 
devised. And it’s easy to install because i 
is completely reversible for any door (s# 
illustration above). Automatic release pr 
vents accidental locking. 

See it — compare it. It has no equal, 


QUALITY QUICKLY RECOGNIZED 
Every Harloc product is 
easily identified by 
this distinctive 
yellow-labeled 
maroon and 
grey box. 










CORPORATIOE 


New Haven, Connecticut 
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Leigh Sales Boards 

Believing that a good display is 
essential to the promotion and sales 
of any product, the manufacturers 
of Leigh building products spent 
quite some time in planning the 
styling of this sales board. Shown 
here are both the canopy and awn- 
ing side of the board. “Door Can- 
opies Protect Your Home from the 
Weather” heads the canopy side of 
the board which displays a screen 
door push bar, screen door grille 
guard, built-in mail box, and the 
Aristocrat mail box. The awning 


side of the board includes a win- 
canopy, 


dow awning, door flower 





box, panel shutter and louver shut- 
ter. Title head reads, “Window 
Awnings Add Beauty and Comfort 
to Your Home.” The Leigh Sales 
board is 4 feet wide and 7 feet 
high, painted in six colors. Write 
Leigh Building Products Division 
of Air Control] Products, Inc., Dept. 
AL, Elm St., Coopersville, Mich. 


Identification Made Easy with 
TECO Wood Study Kits 


In response to widespread de- 
mand, the Timber Engineering 
Company, an affiliate of the Na- 
tional Lumber Manufacturers Asso- 
ciation, has prepared for distribu- 
tion a complete Wood Study Kit. 
This Study Kit makes an excellent 
item for use in sales promotion pro- 
grams. As a complimentary gift to 
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FLOOR FINISHING 
and MAINTENANCE 
DEPARTMENT 
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MACHINES © 


Fa Own Hors 





American Floor Fin- 
ishes advertised in lead- 
ing national magazines and trade 
journals—promoting 
sales for you! 


3-FOOT CHART, 
— A handy reference for 
estimating coverage, 

drying time, selection of 
materials and other important data 
for ALL Floors. 





American’s new 
complete line gives 
you the correct ma- 
terial—in finest quality 
—for each type of floor 

and for each desired re- 
sult. There are American seals, fin- 
ishes, waxes and cleaners for every 
requirement—glossy or satin—fast- 
drying or normal drying—the right 
materials for Jong life and easy main- 
tenance on any floor! 


SPECIFICATION 
SHEETS 









A 


This new American Display does a whale 
of a job building profits for you—gives you 
a complete floor finishing and mainten- 
ance department! Attracts customers for 
every floor finishing and maintenance 
requirement... offers the right material 
for treating every kind of floor—wood, 
asphalt tile, rubber tile, terrazzo, lino- 
leum, cork, concrete. Also, helps pro- 
mote your rentals of sanding and polish- 
ing equipment. 

Get the whole kit of powerful Ameri- 
can promotion vow—and cash in! Be an 
expert on all floor problems by using 
American’s handy new 3-foot chart... 

_and new specification sheets on each 
finish, maintenance and cleaning ma- 
terial. Feature the complete new line of 
American finishes. Tie in your store as 
headquarters for these quality floor mate- 
rials advertised in national magazines 
and trade journals! Send today for 3-foot 
chart, FREE—and additional information. 


MERICAN 
























FLOOR SURFACING MACHINE CO. 


[---— SEND COUPON — ~~ 


The American Floor Surfacing Machine Co. 
521 So. St. Clair St., Toledo 3, Ohio 


(0 Send FREE 3-Foot Chart showing all mater- 
ials for all floors. 


0) Send additional information on American 








Floor Finishes, Maintenance Materials and 
Cleaners, 

Name 

Street 

City State 








schools, libraries, important cus- 
tomers, and young people’s organi- 
zations in the community, it is es- 
pecially valuable in obtaining long- 
term good will. Neatly packed in a 
small wood box (8%” x 712” x 6”), 
the Wood Study Kit contains 54 
specimens of important commercial 
species of wood and wood products 
used in the United States. To make 
wood identification and _ general 
knowledge of wood both entertain- 
ing and instructive, a knife, a 10- 
power hand lens and an 84-page 
illustrated manual are _ included. 
Write the Timber Engineering 





New Floor-Type 
Air-Wall Register ° 

A new floor-type register for use 
with the G-E Air-Wall heating sys- 
tem has been recently introduced 
by the Automatic Heating Division 
of the General Electric Company. 
The new register requires a floor 
opening only 1-15/16” wide. Since 
no cutting or alteration of walls is 
required, installation is greatly 
simplified not only for conversion 
jobs in existing homes, whether 
with masonry or frame walls, but 








less than conventional thickness, 


Company, Dept. AL, 1319 Eight- also in new cons 
eenth Street, N.W., Washington, masonry walls or 




















and in prefabricated houses. Be- 
cause of its compact design, the 
register, while of the floor type, is 


truction having 
frame walls of 





















































nation of wood and steel 

















Good profit maker. 


ROWE PICKET 











































The Corn Belt farmers’ 
favorite for erecting 
portable corn cribs for 
storage and for tem- 
porary low cost silos. 
Pickets are 44” x 144” 
x 4-ft. 5 Double Cables = i} 
of ROWE “Reverse- _—-”™ - 


Ny 


















PROFIT- 
MAKERS 


FOR 
Lumber Dealers 






every picket tight. 
Treatment with Red Mineral 
Preservative and woven 
galvanized wires make ROWE 
Picket Cribbing resistant 
to rot and rust. Furnished in 
50-ft., 75-ft.,and 100-ft. length 
rolls. Used year around for 
fence. Advisable to anticipate 
your requirements and order 
early. Write for folder with 
Price List and Dealer Discount. 














’ 


LADDERS 


Single, extension and “step” 


ory rungs, 500 pound tested. 
Side rails smooth clear 







Upland Hemlock. 


Check your stock. Order 
early. Write for catalogs 
and dealer prices . . . 
Address Dept. AL. 













ROWE. MANUFACTURING 
COMPANY 


Adams Street - Galesburg, Ill., U.S.A. 




















First choice of farmers everywhere. Combi- 


proof, strong, light, safe —easy to repair. 
Best dollar value. Year ’round seller. 


for CRIBS and SILOS 


eee 
TT seer IN 
Twist” weave locks —~-~—-\"* Se = 


Extra strong and safe. Hick- ; 


straight grained Fir or | 


installed vertically, retaining all 
the advantages of the wall-type 
99 register including its inconspicuous 
appearance. The complete assembly 
includes the die-cast-aluminum reg- 
ister, and a sheet-metal stackhead 
and boot. Write General Electric 
Company, Dept. AL, Bloomfield, 
N. J. 


Steelco Gutter Guards 


Steelco Self-Shedding Gutter 
Guards are designed to end gutter 
cleaning. Fastened over gutters, 
the guards keep out leaves, twigs, 
nests, and wind-blown debris, pre- 
venting clogging of down spouts 
and consequent unsightly streaks 
from over-running dirty water. Ac- 








makes them sag- 


CRIBBING 









’ 


2 
monies 








cording to the manufacturer, Steelco 
also lengthens the life of gutters as 
its use insures against damage 
caused by harmful leaf acids and 
the splitting of seams from winter 
freezing. Steelco is a heavily gal- 
vanized steel and special screen, 14 
inch mesh, available in 3 ft. sec- 
tions, 5144 inches wide. Each sec- 
tion is equipped with special quick- 
fastening clamps (patent applied 
for) which make it easy for anyone 
to install. The guards cover gutters 
over their full length and are easily 
mitered with shears for corner in- 
stallation. Write Steele Manufac- 
turing Co., Dept. AL, 434 Winches- 
ter Ave., Ashland, Ky. 
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CUSTOMERS TELL US 
IT’S TERRIFIC 









CAM, 


CEsspool 


‘TIC TANK 
CLEANER 


rs 

th reo mace Uns ontast vee 
eo i Ab rag ™ 

ore 


yy 


. FAd 
AND AMAZING TOO! 


13,000 dealers coast to coast 

and Canada increase profits 
with Camp Double Duty Cesspool 
and Septic Tank Cleaner. It's the 


















most reliable and latest method to “© G00 
clean cesspools and septic tanks. DBYE TO 
Soca wat anmiage |g PUMPING 
itor Rewamen |” OpgMORE 
pool or tank necessary. Also ideal for 
yt SE ee Pissoy ves 

NATIONALLY ADVERTISED TREE Re 

in nates farm and home maga- & EL; OT. 

zines. Counter Displays, Window MINA 
Displays and Mats with every 6 iGGing*S 

order, Dis 

Write for Introduct SO 
Special Offer. sid CREA, VES 


TOL a a &-]-1-1¢-1-16 


CAMP CHEMICAL CO., Inc. 


SECOND AVE. and 13th ST. j tele)] (4. Biv. Ae @ 
Cable Address: CAMPCHEMIC, N. Y. 
Representatives throughout United States and Canada 














DOES TWICE THE WORK 
IN HALF THE TIME 


.'. For MONEY-SAVING, LABOR-SAVING, 

TIM E-SAVING handling of any bagged materials, 
here’s the hand truck. Built with an auxiliary 
frame on a sturdy, all-metal truck, the ‘“Twin- 
Tilt” simply goes forward under pallet and finger- 
tilts back with 1,200-lb. load of “loose” sacks 
against truck for easy-rolling loading or unloading! 
E pact truck keeps men fresher for other 
jobs. 

No sack-tearing with ““Twin-Tilt” all welded trucks! 

se load-slipping with fully supported, automatically aligned 

ags! 

WRITE TODAY for Labor-Saving details by return mail! 


TWIN-TILT TRUCK CO. 


Subsidiary of Sakrete, Inc. 
P. O. Box 11, St. Bernard, Cincinnati 17, O. 
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Patented 








DIAMOND POINT DRIVER 


Auto- 
atically drives Diamond Points into hardest wood, at 
machine gun speed—using only one hand. Points won't 


Speed up glazing of sash, frames and mirrors. 


rop out—drive ‘em in at any angle or position. Use 
wo drivers to a lite, if speed is required. Holds stick of 
0 points at one loading. 





RED DEVIL TOOLS, irvington 11, N. J., U.S.A. 





_— 
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SELL SOL-O-LITE 


WINDOW 
MATERIALS 





® Scl-0-Lite ® Nu-V-Glass @ Glaz-Fabrik @ Glaz-Screen @ Glaz-Screen @ Glaz-Screen 
(10x10 Mesh) (14x14 Mesh) (6x8 Mesh) 


A Type for Every Customer Need 
Best Known for Buyer Confidence 


SOL-O-LITE—Extra Heavy—Wax Cloth—Retail Price 48c per sq. yd. 

GLAZ-FABRIK—Wax Cloth—High Grade—Retail Price 40c per sq. yd. 

NU-V-GLASS—Transparent—Laminated—Retail Price 60c per sq. yd. 

GLAZ-SCREEN—10 eee Galvanized Wire—Retail Price 13c per 
aq. ft. 


GLAZ SCREEN—14 Mesh—Galvanized Wire—Retail Price l6c per sq. ft. 


GLAZ-SCREEN—Large Mesh-—Bright Galvanized Wire Mesh—Plastic 
Coated—Retail Price $1.00 per sq. yd. 


TE 


PIONEERS OF 24 YEARS PRODUCING WINDOW MATERIAL 


Manufacturing Co. 


4301 W. North Avenue 
Chicago 39, Illinois 
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for FRENCH DOORS 











Adams-Rite, the originators of the ex- 
clusive extruded design in Surface, Slide 
and Cremone Bolts, is still the only 
source for all styles! This patented con- 
struction with concealed guides elimi- 
nates all unsightly straps and scratching. 
Solid brass throughout. Four screws to 
each bolt insure rigid strength. Installa- 
tion is easy and error proof and adjust- 
ments are made on the job without 
taking the boit apart. Spring tension 
gives uniform pressure at all points. 





| 








All 3 widths of rods—*4”, 4”and 
5”—have the extruded design. 
Lengths to 48”. Harmonizes 
with any architectural design. 
Mortise and rim strikes fur- 
nished. 10 standard finishes. 


Extruded design in 2 sizes—2%4” 
x 14” and 3” x 54”. Ideal for stall 
and Dutch doors and for use in 
place of mortise and gem bolts. 
Surface, rim and mortise strikes 
furnished. 10 standard finishes. 


New narrow, modern design enhances : 
French windows and doors. Especially %# 


suited to very narrow wood or metal 
stiles. Rods, all with extruded design, 
in 3 widths—34”, 19” and 54”. Reversi- 
ble as to hand. One or 2 handles 
available. Thumb button deadlock 
optional. Mortise, rim, angle and sur: 
face strikes furnished. 7 standard 
finishes. 


SOTH 
ANNIVERSARY 


ADAMS-RITE MANUFACTURING CO. 














40 WEST CHEVY CHASE DRIVE GLENDALE 4 CALIFORNIA U S A 
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Screen and Storm Door 
Fasteners 

The Ludwig _§ spring-tension 
“snap” fastener holds screens and 
storm sashes firmly in window 
frames and combination doors. At 
the same time it eliminates rat- 
tles and drafts. Inexpensive and 
easy to install, these “snap” fast- 
eners permit quick and easy chang- 




















ing of storm sash and screen. Made 
of hardened spring steel that is 
rustproofed by cadmium plating. 
These fasteners are shipped in an 
attractive display carton with dem- 
onstration block for counter dis- 
play. For complete information, 
write Ludwig Mfg. Co., Inc., Dept. 
AL, 2401 Durand Road, Racine, 
Wis. 


New One-Piece Jamb Members 
for Weatherstrip Sash Balance 


Zegers Dura-seal Combination 
Metal Weatherstrip and Sash Bal- 
ance, previously manufactured only 
with three-piece jamb members (2 
sash runway members and a metal 
parting stop) is now also available 
with all three of these pieces in a 
one-piece jamb member. The back 
surface of the new one-piece metal 
strip is concave. This concavity 
provides the necessary flexibility in 
the metal to assure smooth, easy 
window operation at all times. It 
also maintains a constant air seal 
when the sash expands or contracts 
due to changeable atmospheric con- 
ditions. The sash can be easily re- 
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BRAND NEW 
PORTABLE SA E! 
MULTI-USE ie 
POWER . 


SAW 


$300. | 
WAS $388°°. 


now’ sIggoo 


FOB MINNEAPOLIS, MINNESOTA 


America’s greatest saw 
bargain! Cuts lumber to 
4” thick. Briggs & Strat- 
ton 3!/, H.P. gas engine. 
Saw cuts flue lining. 
transite pipes, steel 
sheets, copper & alum- 
inum, etc. Does work of 
$1.000 worth ofsaw equip- 
ment. Sharpens _ tools. 
Famous make. brand 
new, original crates. Lim- 
ited supply. Send_ for 
literature. 

















At. 1281 


ENNIS SUPPLY CO. 


334 Ist St. N., Minneapolis 1, Minn., U.S.A. 







































Sectional 
Aluminum 


Lamp Post 


Three Models 


With or without lan- 
terns. 8 foot hollow 
lamp post—easy to 
wire and install. 


Beautifully designed 
rust proof—lasts a 
lifetime. 





Ships parcel post 
Send for a catalog 

















NEW BRITAIN, CONNECTICUT 
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4 f | 
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Anaconda Copper 
Mining Co. 
Lumber Department 


Bonner, Mont. 


Manufacturers of 


Ponderosa Pine, Fir and 
Larch Lumber 




















WHOLESALE 



























LUMBER Co. 


5601 Elston Avenue 
CHICAGO 30, ILLINOIS 
ROdney 3-4160 « Teletype CG-1464 


“46515 Page Avenue 
ST. LOUIS 14, MISSOURI & 
BS DEimar 1111 


Bur.piInc Propucts MERCHANDISER 


ao ALLIED PRODUCTS 
-| DIRECT MILL SHIPMENTS: 





a 
























Wholesalers of 
AIR DRIED 


and 


KILN DRIED 


Short and Longleaf 
YELLOW PINE 


@ Pine Finish 

@ Mouldings 

@ Boards 

@ Siding 

@ Ceiling 

@ Timbers Dimension 





Southern Hardwood Lumber 


@ Egg Cases 

@ Fence Lath 

@ Mop and Broom Handles 
and Dowels 


BELCHER 
LUMBER SALES CO. 


Centreville, Alabama 


Exclusive Sales Office for 
W. E. Belcher Lumber Co., Inc. 


Members S.P.1.B. Tel. 3356 and 3371 



































































THAT’S REALLY PRACTICAL 


For the small shop, mill or lumber yard that desires to keep equip- 
ment costs to the lowest practical minimum, the BUSS No. 208 is 
the perfect answer! It will handle everything within its 20" x 8" 
capacity with speed and accuracy. It has a heavy cast iron base, 
sectional infeed-roll, sectional 
chipbreaker, 4 driven rolls, built-in 
knife grinding-jointing attachment, 
fully enclosed motors and many 
other desirable features. Available 
in various feed rates, Write for 
details. 


The BUSS line 


contains the ideal 
planer for every pro- 
duction set-up — 
single and double 
cabinet surfacers in 
various capacities and 
the No. 55 Double 
surface Roughing 
Planer. Bulletins on 
request. 


PLANER 
SPECIALISTS 


| 


MACHINE WORKS 
238 EIGHTH ST., HOLLAND, 































moved. The metal is fastened to 
the jamb by means of four drive- 
screws, staples or nails. This new 
feature provides additional sales 
appeal. The metal is cut to the 
pitch of the sill. Another advan- 
tage of the new equipment is that 
considerable time is saved in in- 
stallation, handling, ordering and 
inventory. Dura-seal Combination 
Metal Weatherstrip and Sash Bal- 
ance can be installed in six min- 
utes per window. It is used with 
stock plank frames and stock sash 
and there is no machining of 
frames required. Write Zegers In- 
corporated, Dept. AL, 8088 South 
Chicago Ave., Chicago 17, Ill. 


SEND FOR THESE: 





4-Way Pallets are fully described 
in a new folder. Simply and graph- 
ically outlined are the types of pal- 
lets available, their advantages, and 
the materials handling operations 
best performed through the use of 
4-Way Pallets. The folder should 
prove interesting to all materials 
handling men. Write Pallet Licensing 
Co., Dept. AL, 795 Boylston St., Bos- 
ton 16, Mass. 


A new file of data and specifications 
on the preparation, finishing and 
maintenance of every type of floor, is 
in handy loose-sheet form, suitable 
for the architect’s or builder’s A.I.A. 


file. The file discusses the complete 
range of floor types including wood, 
cork, concrete, terrazzo, asphalt tile, 
rubber tile, plastic tile, and linoleum. 
Write American Floor Surfacing Ma- 
chine Co., Dept. AL, Toledo, Ohio. 


Heavy-duty maintenance paints for 
farm, home, industrial, marine and 
other uses are described in the new 
Catalog No. 501-HD, issued by Coop- 
ers Creek Chemical Corporation. Fea- 
tured in the C-4 line are: Aluminum 
Paint No. 84 ready-mixed for brush 
or spray application; Resistall, acid- 
resistant paint: for application on 
floors, walls or ceilings on any type 
of surface . .. whether wet or dry; 
Aquaseal: for all types of masonry 
and porous surfaces. Write Coopers 
Creek Chemical Corp., Dept. AL, 
West Conshohocken, Pa. 


Uses of plastic scale models in ad- 
vertising and sales promotion are de- 
scribed in a 4-page 2-color folder. 
Complete services offered by the 
manufacturer include design assist- 
ance, tooling, fabrication and pack- 
aging and shipping of finished scale 
models. Write Ideal Models Co., 
Dept. AL, 17207 Moran Ave., Detroit 
12, Mich. 


Stock standard = and 
standard hollow metal doors and 
frames are described in a new 38- 
page manual for architects and build- 
ers. Construction features, specifica- 
tions, types and sizes, dimensions, 
and details provide authoritative in- 
formation on the complete line of 


non-stock 














1%” and 1%” insulated hollow metal 
doors, pre-assembled steel frames, 
fire-rated door and frame combina. 
tion, and sliding Bi-pass door and 
frames. The manual is available op 
written request on company letter. 
head. Write Virginia Metal Prod. 
ucts Corp., Product Information De. 
partment AL, 60 Hudson St., New 
York, N. Y. 











Handling, packaging and _ shipping 
lumber and millwork are the subjects 
of a new 4-page folder, “Important 
Ideas for You.” It shows pictorially 
how to package lumber, millwork and 
allied products to protect them from 
damage in transit, pilferage and acci- 
dental loss. The folder also shows 
how you can save time, labor and 
money by using modern handling, 
stacking, and shipping methods. For 
your free copy of this informative 
folder write Signode Steel Strapping 
Company, Dept. AL, 2600 North West- 
ern Ave., Chicago 47, Ill. 

















A new 12-page booklet, Wright 
Rubber Floors, lists hundreds of rep- 
resentative installations of the com- 
pany’s major product and_ shows 
scores of them in actual list. The 
list includes churches, schools, and 
universities throughout the country, 
as well as office and public buildings, 
hospitals, stores, banks and _ clubs. 
Any flooring dealer may receive a 
copy of the booklet by asking for it 
on his own letterhead. Write Wright 
Manufacturing Co., Dept. AL, P.O. 
Box 6567, Houston, Tex. 






















When 


balanced. 


Oak Flooring Mouldings 
Dimensions 





"Balance" Counts 


LT Shiny 
UME, 
aka, 


You, too, can keep your stock in proper balance 
by using W. T. Smith Lumber Company’s MIXED 
CAR SERVICE. Order what you need when you 
need it and keep your lumber inventory profitably 


Siding 


Selective Cutting Assures Permanent Supply 











SIMS 


E.D. FINISH 
No. 1 & 2 DIM. 


MOULDINGS 


SERVICE 


SELMA, ALABAMA 


SOUTHERN YELLOW PINE 


No. 1 & 2 BDS. 


LUMBER CO. 









Manufacturers of 





LONGLEAF 2 
SHORTLEAP 

BAND RESAW ) 
HARDWOOD 


QUALITY 
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Pine Flooring 














W. T. LU 


CHAPMAN 


—~ 
aie ALABAMA 


5 YEARS OF MANUFACTURING YELLOW PINE” 


AND HARDWOOD 





@ No springs—Actuated 
by counterweights 


@ Easy to operate 

@ Safety treads on steps 

@ Insulated door panel 

@ Requires no attic space 

@ Shipped in one package 
Write for full information a 

PRECISION PARTS CORP. \; 


Nashville 7, Tennessee | 
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PRECISION 


folding stairway 
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‘ul evenness of tone 
ore protective finish 


| Builders everywhere are enthusi- 
| astic about the New Infra-Red 
| Dried Shingies. 


They find Dua-Laps are always thor- 
oughly dry, and easier, more eco- 
nomical to apply over solid or spaced 
sheathing, because of the wide 12" or 
14" exposure. Double coursing gives 
double insulation value. 





Write for free literature and more 
dealer information. 


im 
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STAINED SHINGLE COMPANY 


355 SPRUCE ST. COLUMBUS 8, OHIO 




















3 GREAT GARAGE DOORS 


e Easier Installation 
e “Feather” Operation 
e Longer Life 


e Complete Protection 
e Harmonious Beauty 
e Greater Economy 


CAPITOL FLUSH PANEL 


Combines beauty and utility. Panels 
electrically bonded (not nailed) to 
frame—insures rigidity—prevents 
warping—stronger, longer lasting. 
Has Taper Seal. 4 popular sizes. 


CAPITOL TAPER SEAL 


The door for your average custom- 
er. Provides beauty, long trouble- 
free life, easy operation—at reason- 
able cost. For you, quick sales— 
more profits. Wide range of sizes. 


CAPITOL EASY LIFT 


An attractive, one-piece competi- 
tively priced door with great ap- 
peal. “Timber Tox” treated—ter- 
mite and rot proofed. Balanced op- 
ee life. 2 popular sizes. 





$$ 


areca 
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ur lumber dealer or write us for full details and prices. 


CAPITOL PRODUCTS 


P.O. BOX 1240 SPRINGFIELD, ILLINOIS 


Buitpinc Propucts MERCHANDISER 





The Winning 


COMBINATION 
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ABESTO LIQUID, teamed 
up with SMOOTH SURFACE 
ROLL ROOFING, produces a 
better built-up roof at lower 
cost. 


ABESTO LIQUID is also 
ideal for basement damp proof- 
ing and roof coating. 


Write for specification sheets 


besto 


TRADE-MARK REG. U. S. PAT. OFF. 


Manufacturing Corp., Dept. D-3, Michigan City, 


Indiana 








Times Change!! 


Today it is easier to sell than buy. We do both. In 
keeping a supply of SOUTHERN HARDWOODS on 
hand available for our trade, it is necessary that we 
assemble stocks from Louisiana, Arkansas and Missis- 
sippi as well as from Texas. 


Thus, we generally have on hand your particular need 
for prompt truck or rail delivery. 


STAPLE ITEMS: 


* K/D Hardwoods (Southern species, including Walnut) 
Oak Stair Treads 

Oak Thresholds 

Truck Flooring and Stakes 

Oak and/or Gum glued-up Panels 
Squares and Table Legs (glued-up) 
Sound Framing Stock 

Sound and Better Dimensions 

Bed Rails 

Surveyor Stakes 

Hardwood Pallets 


% + Ot OF OF OF Ot Ot OH OF 


We now operate a sawmill at Palestine, and furnish green 
timbers, including White Oak Ship Timbers. 


ANGELINA HARDWOOD 
SALES COMPANY = 
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ONE-BORE LATCH 
For screen or storm doors. 
Requires no  mortising. 
Just bore one hole and in- 
sert screws. Latching ac- 
tion is in the strike. 


STORM SASH ADJUSTER 


Opens and closes 
easily with one 
hand. Locks shut 
securely with 
arms swinging 
upward. Easy to 
change over, as 
arms remain on 
frame. 









































































































BARN DOOR LATCH 


j 

i 

—— Gravity type — 
ae Cie os won't freeze or 
as oe bind. Holds doors 
} open or closed. 
No pins, nuts or 
springs to work 
loose or break. 
For doors up to 
two inches thick. 


SNAP-ON SASH LIFT 


Quick to install— 
just drill two 
holes for special 
screws. Lift snaps 
over screw heads 
to give a smooth, 










































i streamlined ap- 
he pearance. 
AND BUTTS 


HINGES 


Includes special 
features for storm 
and screen doors. 
May also be used 
on casement sash. 
Button tip, loose 



























Also manufacturers of casement sash 
stays ... screen hangers . . . cabinet 
catches .. . storm door chains... 
picket gate hardware . 
house numbers. . 


























Ask your jobber, or 
write for literature. 


BRASS WORKS. INC. 250 EAST FIFTH STREET 
ST. PAUL 1, MINNESOTA 























pin type. 3”x234”. 
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Fifth Annual Lake States 
Logging Congress 


Timbermen from all sections of the 
country. will assemble at Wausau, 
Wis. on September 28-30, to attend 
the Fifth Annual Lake States Log- 
ging Congress. The Timber Produc- 
ers Association of Michigan and Wis- 
consin, sponsor of the annual gath- 
ering, has made an all-out effort to 
use this means of assembly to in- 
form the industry of new develop- 
ments, research, conservation, im- 
proved machinery and wood utiliza- 
tion. 

Opening the three-day session will 
be a huge four-mile long parade 
through the downtown section of 
Wausau. This parade will include 
over a million dollars in industrial 
equipment, hundreds of exhibits of 
forest products manufacture, forest 
fire fighting equipment, lumber, logs, 
pulpwood and allied products of the 
forests. Marathon Park and _ the 
county Fairgrounds will be the scene 
of the immense exhibit of manufac- 
tured woods products and machinery. 

Ray Sayer, of Wausau, Wis., is 
general chairman of the event. 


Forest Products Research 
Society Announces Meeting 
Dates 


The Forest Products Research So- 
ciety has announced plans for holding 
its 1951 Annual Meeting and Inter- 
national Industry Show at Convention 
Hall in Philadelphia the week of May 
7 through 11. 

According to W. Burdette Wilkins, 
consulting engineer to the Wood In- 
dustries and general chairman of the 
1951 Meeting. both the technical ses- 
sions and exhibits will be held in Con- 
vention Hall. Further, he said Forest 
Products Industry Show will be inter- 
national in scope with exhibiting firms 
represented from Canada, England, 
Europe and it is hoped other foreign 
countries. 


Logging, Sawmilling Show 
Set for October 


Plans for a Logging and Sawmilling 
Equipment Show to be held at the 
Purdue-Moses Fell Annex Farm near 
Bedford on October 25-26, have been 
announced by Prof. Roy C. Brundage 
of the Purdue University department 
of forestry. 

The event, which is expected to 
attract several thousand farmers, 
small sawmill operators and farm 
equipment manufacturers, will be 
sponsored by the Central States For- 
est Experiment Station at Columbus, 
Ohio, Bedford Chamber of Commerce, 
Indiana state division of forestry, 
Wayne-Hoosier National Forest, In- 
diana Hardwood Lumbermen’s Asso- 
ciation, U. S. Soil Conservation Serv- 
ice, and Purdue. Farm and industrial 


Names in the News 





equipment manufacturers’ will ¢o- 
operate in the show. 


Included on the two-day program 
will be demonstrations of felling, 
skidding and loading equipment for 
use in farm woods and other small 
holdings. The actual sawing of logs 
in different types of sawmills will also 
be shown, and sawing and chopping 
contests are planned. 


Russ Castell & Associates 
Organized 


R. M. “Russ” Castell, formerly vice- 
president and general manager of 
Door & Plywood Jobber, Inc., of Los 
Angeles, announced the establishment 
of Russ Castell & Associates, to spe- 
cialize in the wholesale procurement 
and distribution of Forest Products 
and Allied Building Materials, serv- 
ing the 11 western states, Central 
and South America, Mexico and Can- 
ada. Offices will be maintained at 7219 
Cedarcliff, Whittier, Calif. 

This firm will specialize in hard- 
ware, plywood, doors, hardwood and 
softwood lumber. A complete service 
to the producer, mill operator, manu- 
facturer, retail and wholesale lumber 
concerns and various allied organiza- 
tions such as hardware, steel, nails, 
ete., will be offered, according to Mr. 
Castell. 


Douglas Fir Scaffolding 


The tremendous strength of Douglas fit 
structural lumber is no place better illus 
trated than in this striking new wooden 
skeleton of scaffolding surrounding 
Seattle’s giant Frederick & Nelson’s store 


on four sides. Locked together by 4 
patented knife-grip, 2x4s and 4x4s pro 
vide an amazing vertical bridge on which 
workmen labor six floors above the busy 
street level, as three more stories are 
added to this merchandising emporium. 
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| Jeffreys-MeElrath 
S VPN LU Vogal di [cmede) iN bf 
|| P.O. Box 137 — Tel. 3663 MACON, GEORGIA 
@ DOMESTIC AND EXPORT 
= @ FABRICATED BOXES 
os @ CRATES — PALLETS 
@ SOUTHERN HARDWOODS 
am @ YELLOW PINE LUMBER 
ng, @ OAK FLOORING 
= Daily Capacity 300,000 feet 
Og's Factory Locations 
2 | ee Vhese Famous Doors Hr 
WManupactared Exclusively by 
WEL-BILT FOLD-A-WAY 
| : Se AMERICAN PLYWOOD CORPORATION 
a, NEW LONDON, WISCONSIN 
< @ SAVES SPACE e IDEAL FOR SMALL HOMES ; ; ; ; 
peor @ ADDS EXTRA ROOM AT SMALL COST (Chicago Office: 4651 W. Washington Blvd.) 
pe- Every home should have a WEL-BILT STAIRWAY. 
‘ while camber aroun, wie Gadvean ar paansale 
= ~——.. , Manufacturers of: 
tral \\\ ae ay se Stairways come assembled. THEY ARE easy 
‘an- = \ O install at little expense and easy to operate. 
219 a SOLD BY LEADING DISTRIBUTORS @ AIRCRAFT 
= FROM COAST TO COAST @ MARINE; ? lywoods 
and Manufactured by # TECHNICAL 
rice P] cee Wf S THE WEL-BILT PRODUCTS CO. 
ber P. O. Box No. 95 Memphis, Tennessee is 
iza- 
iils, 
Mr. 








Columbus, Georgia 
Phone 3-7721 


Manufacturers and Wholesalers 


YELLOW PINE -- HARDWOODS 
WEST COAST PRODUCTS .-- 


Birmingham, Ala. Office: P. O. Box 97, Powderly, Phone 8-1548 





It is the kind of flooring that 
will build repeat business for 








you with carpenters and con- 


tractors. Well manufactured, 
T 4 b M a A D 0 W q | V 7 a precisely graded in accord- 


ance with NOFMA grading 


LU Mi 8 * r C 0 rules, carefully bundled. 
® 








Prompt shipment of most 
sizes and grades. 


< fir Manufacturers of Send us your inquiries. 


1! West Virginia Hardwoods 
2 — THE OZARK OAK FLOORING CO. 


E 1) Rainelle, W. Va. BISMARCK, EY 
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Paint Ad for September 


The paint industry advertisement 
appearing in national magazines in 
September, features exterior paint- 
ing and shows how “Paint can make 
your house worth more—and lovelier.”’ 
A large illustration pictures painters 
at work and evidence of how paint 
improves is shown by those portions 
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Paint can make vour hose 


worth more—and loveliet 








save the surdace a.- 


* 





This advertisement is appearing in the 
September issues of Better Homes and 
Gardens and Country Gentleman, the 
September 9 issue of the Saturday Eve- 
ning Post and the September 20 issue of 
Pathfinder. 












of the house already painted. The copy 
states that a quality paint job will 
increase the value of a home by at 
least 12 percent and points out that 
the cost of paint is relatively small. 

The advertisement lends itself to 
merchandising as, in addition to ex- 
terior white paint, it tells of special 
quality paints for cement surfaces, for 
shingles, roofs, sash and trim and 
special tvpes of putties. 


Resolution of Southern Wood- 
work Assn. Promotion Committee 


The Woodwork Promotion Commit- 
tee of the Southern Woodwork Asso- 
ciation met July 28 and 29 at Ponte 
Vedra, Fla. After analyzing the 
replies to its circular letter of July 
14, the Committee resolved: ‘That 
while the members of the Southern 
Woodwork Association are primarily 
interested in the promotion of ‘Special 
Architectural Woodwork,’ the prob- 
lem faced by all is far broader and 
encompasses the uses of wood for all 
of its natural structural purposes; 
that all who handle lumber and lum- 
ber products for structural purposes 
are vitally concerned and should be 
invited and urged to attend a meeting 
of national scope for the purpose of 
discussing, unifying, strengthening 
and expanding the current efforts to 
promote wood, in such a manner that 
the effectiveness may not be lessened 
by reference to or inference regard- 
ing specie, and that the markets 
wherein wood is of proved superiority 
be reclaimed and enlarged.” 

The members of the Committee are: 


J. J. O’Neill, chairman, president, 
O’Neill Manufacturing Company, 
Rome, Ga.; Robert W. Block, sales 
manager, National Woodworks, Inc, 
Birmingham, Ala.; M. D. Ebert, vice. 
president, Gate City Sash & Door 
Company, Fort Lauderdale, Fla.; F. L, 
Lancaster, executive vice-president, 
Augusta Lumber Company, Augusta, 
Ga., and William L. Otis, president, 
Columbia Lumber and Manufacturing 
Company, Columbia, S. C. 


New Address of Maple Flooring 
Manufacturers Association 


The Maple Flooring Manufacturers 
Association will move its offices to 
Chicago after October 1, 1950, 
Founded in Chicago in 1897, the As- 
sociation moved its offices to Oshkosh, 
Wis., three years ago. The group 
now believes the return to Chicago 
will provide a wider scope for asso- 
ciation activities, according to W. C. 
Abendroth, Reed City, Mich., presi- 
dent of the organization. 


John Blodgett Celebrates 
90th Birthday 


John Blodgett, highly respected and 
well known in lumber circles, cele- 
brated his 90th birthday July 26 at 
his summer home in Harbor Point, 
Mich. He received over 400 letters and 
telegrams from his friends in the lum- 
ber industry. Mr. Blodgett said he is 
determined not to again have a 90th 
birthday. 








Air Dried & Kiln Dried 













Telephone 3-5775 





CATHEY 
LUMBER COMPANY 


MANUFACTURERS OF 


BAND SAWN HARDWOOD 
AND PINE LUMBER 


Cc. C. CATHEY — OWNER 
GROVER H. WARD — MANAGER 


MONTGOMERY 3, ALA. 








- Phone: 2-9125 





H. S. CHISHOLM, INC. 


737 W. 3rd St., Reno, Nevada 


Wholesalers & Manufacturers’ Representatives 
Fine Sugar Pine, Ponderosa Pine, White Fir, 
Douglas Fir and Incense Cedar 


Cut Stock, Mouldings, Box Shook 


We Solicit Your Inquiries. 
Weekly Price Quotations and Transit Car Lists 
Mailed Free Upon Request 





P. 0. Box 1207 TWX: RE-40 
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of 


818 Gorsuch Ave. 


Western Union Teletype 












ARTHUR V. CHARSHEE & SON 


Wholesale Distributors 


FOREST PRODUCTS 


Baltimore 18, Md. 


Telephone: Hopkins 7700 








Best and _ cheapest 
helper for loading and 
unloading lumber. 


Logging Tools and 
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Every Yard Should Have an 
American Car Door Roller 


Often pays for itself in one lumber shipment. Adjustable 
to fit openings 5 to 6 ft. wide: double extension roller for | 
door 5 to 8 ft. wide. 


Can be furnished with wood or steel beam. “American” 


Write for catalog and information. 


AMERICAN LOGGING TOOL CO. 









Appliances best on the market. 





Evart, Mich. 
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The SLIDE-A-FOLD 


Disappearing Attic Stairway 
A handy, practical and LOW COST 


way to reach the valuable storage 
space of the attic. 


COMPLETELY ASSEMBLED 
EASY TO INSTALL 





LOOKS GOOD 
WRITE SUPERIOR CONSTRUCTION 
FOR REQUIRES SMALL SPACE 


FOLDER LOW IN Cost! 


Low freight rate Shipping weight 65 lbs. 


CRAIG WOOD PRODUCTS COMPANY 


Brennan Road, Columbus, Georgia 

















ELIMINATE SPLIT SIDING 


By Using Kokomo Korners 
















Corners for bevel wood siding 
made of aluminum—can't rust, rot 
or deteriorate. So constructed as 
to eliminate splitting of siding. 
Two small nails are furnished with 
each corner and holes provided to 
fasten bottom by nailing through 
base of corner into lower edge of 
siding board. Top nails are con- 
cealed by next course of siding. 
Available for 6", 8" and 10" 
siding. 


BUGHER MANUFACTURING CO. 
211 South Main Street, Kokomo, Ind. 
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YOUR COMPLETE NEEDS 
IN SAWMILL MACHINERY 


Band Mill carriages ... edgers . . . Portable Mills 
... Log stop and Loader . . . Shotgun steam feeds 
. . . Automatic feed table for planing mills. Write 
for catalog and ‘Power House’. 
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“5, 7%, 10 Ton Cap. 
Bulletin No. 76 


Agents in 
Principal Cities 


Responsible Distributors 
Invited to Inquire 


The Pioneer Manufacturers of HEAVY DUTY 











Industrial Materials Handling Equipment 

















BURNER with 
CONE GRATE 


* Burns 25%, More 
* With 75° less smoke and 
cinders. Fool proof 
We Also Build 
BOILERS — 5 TO 1200 H.P. 
TANKS and STACKS 


STRUCTURAL STEEL 
FABRICATORS 
MERS. FLANGED & DISHED HEADS 


We Stock 
Straight & Bent Boiler Tubes 


SEATTLE BOILER WORKS 


Now in Our New Larger Modern Plant at 5237 E. Marginal Way 











Se 


SEATTLE, WASH. 














Manufacturers of Band Sawn 


NORTH CAROLINA PINE 
SOUTHERN HARDWOODS 
CYPRESS 
® 


End-Matched PINE, OAK, - 
MAPLE AND GUM FLOORING 


Modern Moore Kilns — Planing Mill Facilities 


Be @ 


TSEyY 
rho Broriens 


MILEY. SOUTH CAROLINA 
ONE OF THE OUTSTANDING OPERATIONS OF THE SOUTH 
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Hammond Lumber Co. Closes 
Yard at Colton, Calif. 


The Hammond Lumber Company 
closed its yard at Colton, Calif., on 
August 1 and has transferred the 
Colton business to its San Bernardino 
yard which is located less than five 
miles from the Colton site. The com- 
pany also has other yards at Riverside 
and Fontana which can well serve the 
Colton area. 


Companies sbunounce 








The South-West Lumber Company 
announces the following personnel 
changes in its Oklahoma City branch 
office and warehouse: manager, Major 
W. Park; sales manager, Don B. 
Hanly. 

Read & Company, Inc., East Provi- 
dence, R. I., New London, Conn. and 
Worcester, Mass., has been appointed 
wholesale distributor of Ma-Ti-Co 
asphalt tile flooring in the respective 
areas, according to an announcement 
by Carl Resnikoff, general sales man- 
ager of the Mastic Tile Corporation 
of America. 











Meridian, Mississippi, for the past 14 
years, he was office and sales man. 
ager for Pine Manufacturing Company 
of Meridian. He was born in Tusca.- 
loosa, Alabama, and attended the 
University of Alabama there. 

Mr. Fitts had been in the lumber 
business for over 30 years, having 
been associated with Rumley Lumber 
Co., Tuscaloosa, Pioneer Lumber Co, 
Elrod, Alabama, Sumter Lumber Co,, 
Electric Mills, Mississippi, was south- 
ern buyer for Brister & Koester Lum- 
ber Co., New York, New York, and for 
several years was connected with Mr, 
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floors, household furniture and inlaid 
linoleum. 


SR., 55, died August 10, as the result 
of a heart attack. A resident of 


father and their partners in the Rus- 
sell & Pugh Lumber Co. of Spring- 





































































































+ | D. M. McCuintock Lumser Co. 
c Terminal Sales Building, 
= PORTLAND 5, OREGON 
4 ate on = Telephone: Atwater 9355 - 
ewe aT Douglas Fir @ Red Cedar aid 
4 “Tt Sitka Spruce & Hemlock Lumber 
sh teec2° Shingles pn 
i sa} Exclusive Mill Agents Pe 
— . 2 
Wholesale Hardwood . 
ofesaie Marawoods TANNEWITZ - pigeogle ; 
Canadian — Appalachian — Southern for Swing Saws F 
Our Specialty SAVES Wicca 
Canadian Birch — Hard Maple 30 Days Free Trial 
anpsealal and 
Cedar Closet Lining in ae 
LCL Shipments a a 
TANNEWITZ WORK: ORD 
McCulloch Lumber Co. ? 
Atlanta, Ga. 
Phone Cypress 1938 P. O. Box 771-B 1515 
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Only SUPER- 
CEDAR is of 
the same uni- 
form high quali- 
ty standard that 
guarantees every 
package to contain 

90% Red Heart or 
better, and 100% oil 

content that produces 
the pleasing aroma. , 


ALL WIDTHS PUT-UP 
40 FT. TO PACKAGE 


More home builders are’ 
specifying cedar lined 
closets today than ever—and 
Brown’s SUPERCEDAR is na- 

tionally advertised to thous- 
ands of new home prospects, 
architects and builders. SUPER- 
CEDAR closet lining is surfaced, 
tongue and grooved, ready to put 

on with no waste. Packaged and 

sealed with the Geo. C. Brown label 
and guarantee, famous since 1886. 


Product of 


GEO. C. BROWN & CO., Inc. 
GREENSBORO, N. C. ESTABLISHED 1886 


LARGEST MANUFACTURERS OF 
AROMATIC RED CEDAR IN THE WORLD 


MIXES IN COLD WATER! 


CONSUMERS 
PATCHING 
PLASTER 


--- for cracks, holes 
and general repair 


Suggest Cedar Lined 

Closets to Every Home 
Builder. There is 

» Nothing Better than 


rf Ns. 















SEALED 
PACKAGED 
LABELED 
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. 
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Famous for 

QUICK SALES 

because it... 
1. Needs no sizing. 

Mixes white in cold water. 

Knits quickly to old plaster. 

Will not check or shrink. 


. Does not peel or crack. 


“Ams WwW A 


® Available in 1, 2% and 5 Ib. cartons; 


2, 5, 10, 15 and 50 Ib. paper bags; 100 
and 300 Ib. drums. 


ORDER FROM YOUR WHOLESALER 
OR DIRECT FROM US 








CONSUMERS GLUE CO. 


SISSON. HADLEY ST. ST. LOUIS 6, MO. 
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ston, an important North Idaho lum- 
ber manufacturing company. He was 
sales manager for the company. He 
was also an active member of the 
Western Pine Association for many 
years, a past master of Harrison 
Lodge No. 35, A. F. & A. M. and a 
patron of the Eastern Star. He was 
a graduate of Linfield College, Mc- 
Minnville, Ore. 


DAVE W. THOMPSON, 59, secre- 
tary-treasurer of the Angelina County 
Lumber Company, Keltys, Tex., died 
August 17 in Lufkin’s Memorial Hos- 
pital following an illness of several 
months. Mr. Thompson was widely 
known in Southern Pine lumber 
circles, and held many important as- 
signments on Southern Pine Associa- 
tion eommittees. He was also a 
director of .the Kurth Lumber Com- 
pany, Jasper, Tex.; -a past presi- 
dent of the Angelina County Chamber 
of Commerce. 


C. K. SANDERS, 65, manager and 
treasurer of the Queen City Lumber 
Co., 4860 Spring Grove Ave., died 
August 23, in Hamilton, Ohio, after a 
lengthy illness. Mr. Sanders was born 
at Eaton, Ohio, and had lived at 
Hamilton where he was the founder 
and manager of the Butler County 
Lumber Co. He went to Cincinnati in 
1924, and established a local company 
having been its manager and treas- 
urer since that time. He was a mem- 
ber of the Lumber and Millwork 
Association, Inc. 


MRS. THOMAS PENNINGTON of 
the Pennington Lumber Company, 
Houston, Tex., died August 20. Mrs. 
Pennington, since the accidental death 
of her husband several years ago, had 
successfully with the association of 
her brother, Ronald Ridley, operated 
her husband’s wholesale business. She 
had been ill only a short time. 


A. C. LIGHTHALL, president of the 
Oregon Lumber Co. with sawmills at 
Baker and Dee, Ore. and retail lumber 
yard at Denver, Colo., died suddenly 
at his home in Denver, July 17. Mr. 
Lighthall was active in the affairs of 
the Western Pine Association of which 
he was treasurer for several terms. 
He was a progressive operator and at 
the time of his death was engaged in 
building a hardboard plant to utilize 
waste wood at the Dee plant. 


JOSEPH L. STRONG passed away 
August 14 at his home, after a long 
illness. Mr. Strong had been actively 
identified with the lumber industry for 
over 50 years. Since 1939 and up until 
the time of his retirement in June 
1948 he was secretary of the Lumber 
Trade Association of Cook County and 
previous to this time he was asso- 
ciated with the Chicago Retail Lum- 
ber Dealers; Association. He was also 
secretary and treasurer of the Lum- 
bermen’s Golf Association of Chicago 
for 17 years. 


FRED H. SWIFT, 45, president of 
the Independence (Ore.) Lumber and 
Manufacturing Co., died of a heart at- 
tack at the Oregon City hospital. He 
was stricken while enroute from In- 
dependence to Portland just four 
days after he had completed the pur- 
chase of a new home in Dunthorpe. 











ADVERTISING 
PAYABLE IN ADVANCE 


American Lumberman & Building Products 
Merchandiser is published every other Satur- 
day. It publishes the largest strictly classi- 
fied advertising section in its field. 

All ads for classified section must be in Pub- 
lisher’s office 10 days preceding date of pub- 
lication. Advertisements are set in uniform 
6 point style. No cuts or special borders 
allowed. Please indicate classification de- 
sired. Publisher reserves right to classify. 
edit or reject any classified advertisement. 
No ~ ‘med commission or cash discount 


allowe 
Terms — Cash With Order 
Minimum Charge $2.00 
Rates: 
1 Time —10c per word for each insertion. 
Minimum charge of 50c per line. 
3 Times —9c per word for each insertion. 
Minimum charge of 45c per line. 
6 Times — 8c per word for each insertion. 
inimum charge of 40c per line. 
26 Times —7c per word for each insertion. 
Minimum charge of 35c per line. 
For advertisements bearing box number count 
five extra words. There are approximatel 
5 words to a line and when less are specifie 
or used, regular line rate is charged. 
hen answering box numbers or mailing 
copy for ads address them to: 
AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER 


139 N. Clark St., Chicago 2, Ill. 


HELP WANTED | 
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Plywood salesman, door experience prefer- 
red. State full experience, record of employ- 
ment, sales record and income e +e. 
Prosperous distributing business may be ac- 
quired on easy terms to right man. Owner 
desires to retire. Write Box D-38, American 
Lumberman, Inc. 





DETAILER AND BILLER 
Florida Millwork | wants to employ 
‘experienced Detailer Biller. Must be 
—., Address Box E-30, American Lumber- 
man, Inc. 





Southern Yellow Pine Sales Manager, includ- 
ing West Coast lumber, optional, with fol- 
—- among consumers and mills for Yellow 
Pine Department. Locate in St. Louis, buy 
and sell Yellow Pine, etc., must be experi- 
enced, capabale producer, good correspond- 
ent. This wonderful opportunity for right 
man. Liberal drawing account, 40-60 split 
ae on net. Address Box E-32, American 
umberman, Inc. 





Sawyer wanted for ripping old timbers. 
owe WRECKING COMPANY, Chicago, 





Wanted—Detailer and Biller for special mill- 
work. One who can make shop drawings 
and material lists from architect's plans. Give 
complete information regarding ability, sal- 


ary and availability when replying. Locati 
— Address Box E-56, nadioen Conber 
man, Inc. 





WANTED. manager and assistant manager, re- 
tail lumber yard. State age and experience. 
a F. A. NELSON, 64 So. Ist Ave., Can- 
on, Ill. 





Man Wanted. Aggressive middle aged man 
to work in retail lumber yard near. Chicago 
area. Must be familiar with office work and 
able to wait on counter trade. Address Box 
E-48, American Lumberman, Inc. 
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SITUATIONS WANTED 











USED MACHINERY WANTED 








WANTED 


We have a permanent position for a man 
familiar with Yellow Pine Mills and their 
production, who has had wholesaling experi- 
ence to supervise Yellow Pine Department in 
our Chicago office. This is an excellent op- 
portunity for the party who can qualify. This 
position carries a generous drawing account 
plus added compensation as a bonus de- 
termined by profits realized. Prefer a man 
not over forty years of age. 


EDWARD HINES LUMBER CO., 77 W. Wash- 
ington, Chicago 2, Iil. 





Wanted—Man experienced in manufacturing 
of Fruit and Vegetable seteor. major prod- 
ucts, braid baskets, and berry baskets. Must 
be able to take care of lathes and Stapling 
machines. Good chance to advance. Life 
time job for capable man. The Marietta Fruit 
Package & Lumber Co., Marietta, Ohio. 


ACCOUNTANT 
A well-rated. large Florida Retail Lumber and 
Millwork and Building Material concern wants 
to employ a first class accountant with Lum- 
ber experience. None but efficient and accu- 
rate, high Fee. man will be considered. Ad- 
dress Box E-20, American Lumberman, Inc. 








Man for retail lumber office. Suburban Chi- 
cago area. Knowledge of construction. Ad- 
dress Box E-43, American Lumberman, Inc. 





Wanted: Experienced hardwood head sawyer 
for modern steam circular mill. Must be sober, 
steady and able to furnish references. Steady 
work, house available. Potter Lumber Com- 
pany. Allegany, New York. 





MILLWORK SALESMAN WANTED 


We are presently manufacturing #813 ‘A’ 
Grade Window Frame, #864 ‘‘A’’ Grade Door 
Frame, #886 Cellar Frame and Inside Door 
Jambs. These items are made of clear West- 
ern Pine and we are in a position to deliver 
in substantial quantities. We are looking for 
a man to contact Retail Lumber Yards in New 
England and New York State excluding New 
York City area. 


Write, Phone or Call in Person for Details. 


M. F. Klein, President 

JAXTON MANUFACTURING CORPORATION 
41 COOPER STREET 

GLENS FALLS, NEW YORK 


PHONE: 
G. F. 2-6538 


WANTED 
Salesman for wholesale company selling 
building materials and accessories, such as 
roofing, insulation, etc. Location in northern 
Illinois territory. Retail experience preferred. 
All replies held confidential. Address Box 
E-35, American Lumberman, Inc. 





We have an opening for several capable 

Hardwood Lumber mapectone for work in Ap- 

palachian territory and in Ohio. Steady work 

—good living conditions—good opportunity. 

Give full information in your reply. 

THE BAKER WOOD PRESERVING COMPANY 
McARTHUR, OHIO 


SITUATIONS WANTED 














Buyer and Sales Correspondent, 26 years ex- 
perience, Hardwoods and Softwoods. Salary, 
and expense if travel. Middle-age. Married. 
References. Address Box E-59, American Lum- 
berman, Inc. 





University ro six years experience esti- 
mating and selling lumber and millwork de- 
sires sales co cti tern Iowa territory. 
Address Box E-22, American Lumberman, Inc. 
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Male bookkeeper, correspondent. and stenog- 
rapher, familiar with 1 er and all office de- 
tails. Married. References. Address Box 
E-60, American Lumberman, Inc. 





Manager. Superintendent, Estimator. Sales, 
Detailing and Billing. Familiar Cost Book A. 
Years experience, available at once. Address 
Box E-34, American Lumberman, Inc. 





Salesman 


With excellent following among retail deal- 
ers, contractors, architects and industries 
within hundred fifty miles of Albany. N. Y.. 
seeks better connection. His experience and 
record of introducing new materials qualifies 
him to substantially increase your sales in this 
area. ee Box E-29, American Lumber- 
man, Inc. 





WHOLESALE BLDG. MATERIAL SALESMAN 
Wishes association with reputable wholesaler 
of lumber and/or millwork. Clientele located 
Northern New Jersey. Background 23 years 
selling experience. Address Box D-53, Ameri- 
can Lumberman, Inc. 





Millwork superintendent, detailed and stock. 
Wide experience Mississippi Matchers and 
high speed machines, - ucing superior mill- 
work north and south. Address Box E-52, 
American Lumberman, Inc. 





Stock Millwork Executive Age Forty (40), 
Married, Three Children. Semi-retired past 
five years, desire to relocate in San Francisco 
or San Diego area. Prefer Labor Relations. 
Production or Procurement Work. Address 
Box E-47, American Lumberman. Inc. 





Lumberman, thoroughly experienced, married, 
Jewish, seeks position as manager to apply 
his energy. ition, resourcefulness. Excel- 
lent at figures. Accomplished linguist. In- 
vestment possible. Address Box E-57, Ameri- 
can Lumberman, Inc. 





Over 20 years of broad experience in the Re- 
tail, Wholesale and Fabrication Industries. 
Desires position as Manager. assistant to a 
busy Executive or to direct, introduce and 
promote new products. Ability with highest 
references. Reply Box E-62, American Lum- 
berman, Inc. 





Competent. experienced with a background 
of years successfully Merchandising Lum- 
ber and Building Products. Familiar with all 
phases in the Fabrication, Pre-Fabrication, 
Construction and Distribution Industries. Age 
45, can invest and give excellent references. 
Reply Box E-61, American Lumberman. Inc. 





SALES REPRESENTATION | 
AVAILABLE 








Energetic sales representative for large mid- 
western lumber fabricator, now calling on 
retail lumber trade in Illinois and Indiana, de- 
sires new selling connection with manufac- 
turer or wholesaler of building products. 
Present employer knows of desired change. 
Can furnish excellent references. Address 
Box E-46, American Lumberman, Inc. 





Experienced Retail and Wholesale Lumber & 
Building Material executive would like to rep- 
resent Manufacturer of Industry Products de- 
siring to promote, distribute or warehouse in 
the Middle Atlantic Area. Can invest, best 
references. Address Box E-63, American Lum- 
berman, Inc. 





LUMBER & DIMENSION 
WANTED 








Wanted—Appalachian Hardwoods, also Round 
one = Locust. P. O. Box 1323, Cumber- 
and, L 





BED SLATS 


Interested in lumber or woodworking mills to 
reqularly supply hardwood Bed Siats in con- 
siderable volume. Excellent outlet if you 
have narrow boards as by-product. Address 
Box E-54, American Lumberman, Inc. 


September ‘y, 





ee 


Wanted: One 15,000 pound capacity 17’ 6" 
Lift Truck, pneumatic tires, hydraulic steering, 
‘48, ‘49, or ‘50 model, must be in new condj. 
tion, Ross or Hyster. 


THE BUCHANAN LUMBER COMPANY 
CUMBERLAND, MARYLAND 





WANTED: Planer Machine #412 Ball Bearing, 


double profile. Address Box E-49, American 
Lumberman, Inc. 


WANTED TO BUY— 
MISCELLANEOUS 


RAILS WANTED 
Any weight—Any tonnage 
W. H. DYER CO.., INC. 
1859A Railway Exch. Bldg., St. Louis 1, Mo, 


STEEL RAILS WANTED 
Any Quantity — Any Size 
Secure our price betore selling 
MIDWEST STEEL CORPORATION 
Charleston. W. Va. 

















WANTED—D Shavings and Sawdust. Ad- 

dress Box B-57, American Lumberman, Inc. 

LUMBER & DIMENSION 
FOR SALE 








LUMBER FOR SALE 
White Pine 
Red Pine 
Western White Spruce 
Eastern Spruce 


Hemlock 
MILL VALLEY LUMBER COMPANY, LTD. 
PHONE 80 
OSHAWA — ONTARIO 
1’ END DRIED WHITE MAPLE 
1 car largely No. 1 white, #1 common & better 
Northern stock—50% Selects & better. 


WAYNE LUMBER COMPANY 
308 Greenpoint Ave., Brooklyn 22, N. Y. 


LUMBER FOR SALE . 
Oak Boards—Squares—Dimension or Timbers, 
Mexican Pine Producer would like contracts 
for carload lots Red and White Oak lumber— 
#2 Common through FAS—Can_ supply at 
Buyers option Green-Air Dried or Kiln Dried— 
Rough or manufactured. For further details 
write: BEN DONALDSON—PONDFEROSA PINE 
SALES CO., P. O. Box 96—EL PASO, } 


~ BUSINESS OPPORTUNITIES 


Would like to hear from Millwork factory in- 
terested in manufacturing a newly invented 
sensational window and frame unit. Address 
Box E-51, American Lumberman, Inc. 


EXTRA INCOME. Represent packer fancy food 
gifts exclusively for companies. Best prices: 
assortments, sizeable commissions means big 
returns. Safari, 366 Madison Ave., New York. 


BUSINESS OPPORTUNITIES . 
FOR SALE: Lumber, Coal, Building Supplies. 
Millwork, Fuel Oil and Feed business. East- 
ern Pennsylvania. Address Box E-55, Amer 
ican Lumberman, Inc. 


MISCELLANEOUS—FOR SALE 


— 























Advertising Yardsticks : 
Basswood and Hardwood. Reasonable prices. 
prompt delivery. F. M. Mosedale Co., 
Charles, Ill. 


CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO., Inc. 
Minneapolis, Minn. 


ADVERTISING CARPENTER PENCILS 
rite For A Free Sample 
IMPANY 
Lewisburg 2, Tenn. 


For Sale: Aspen, Maple, Birch and Pine 
stumpage in Marquette County, Michigan. For 
information write Box E-25, American L 
man, Inc. 











——— 





CARDS OF REAL WOOD 
Business, Christmas, Announcements. 
CARDS OF WOOD, Manlius 9, New York 


Rubber and Steel stamps, marking devices 
metal checks, tags and supplies. Rush Jobs 
our specialty. Bowman Bros., 327 State St: 
Wadsworth, Ohio. 





c, 
1950, AMERICAN LUMBERMAN © 





